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HAZARD 


ARMORED CABLES 


A Complete Line — Proven High Quality 

















HAZARD INSULATED WIRE WORKS | 
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DOUBLE PROFIT 


IN NEW 
FLUORESCENT LIGHTING 


for electrical contractors. 
dealers and jobbers 


@ The new G-E Fluorescent MAZDA lamps 
offer electrical contractors and dealers 
double profit opportunities . . . from the 
sale of the lamps and from the installa- 
tion work. 








For these new lamps that give several 
times more light than MAZDA lamps of 
the same wattage and color... and that 
are 50% cooler for the same amount of 
light... will be limited to sales channels, 
for a considerable time, that can handle 
the necessary installation work. 





Your largest source of revenue probably 
will be from the daylight Fluorescent 
lamp. This provides the closest approach 
to real daylight ever produced at high 
efficiency. It offers many opportunities 
in offices, stores, shops, and factories 
... wherever color discrimination is im- 
portant. 

Additional profit sources will also be 
found in the red, gold, pink, blue, green, 
and white lamps that offer a wide range 
of decorative applications. Mail the cou- 
pon or write for complete information 
today! 


PLACES WHERE THESE LAMPS CAN BE USED 
Apparel shops Engraving plants Cocktail bars 








cet rour FREE copy of THIS BOOKLET WITH COMPLETE DATA 


Barber and Dyeing and Dance Halls 
beauty shops cleaning plants Horels 
Florist shops Lithograph plants Luminous signs 
; Wall cases 
Fur salons i i i : 
F , Architectural Mirror lighting : 
urniture stores built-in lighting Show cases ; 
Specialty shops Art galleries Window lighting 
Theatres Banks Printing shops - 
: 
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GENERAL &@ ELECTRIC 
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TEAR OUT THIS COUPON NOW! 


General Electric Co., Dept. 166-WS, 
Nela Park, Cleveland, Ohio. 


Please send me, without obligation, your new booklet 
on G-E Fluorescent MAZDA lamps. 
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The picture tells the story. The horse has 
given way to horsepower on the farm. 
His collar hangs idle in the barn. 

Right next to the old collar is a new 
Square D Multi-breakeR . . . controlling 
the new power that has come to the farm 
. electricity for lights, for cooking and 
for driving the mechanical equipment. 


The Square D Multi-breakeR is the ideal entrance 
equipment for the farm. It eliminates the need for 
fuses or the temptation to use dangerous substitutes 


CALL INA 

















SQUARE J] COMPANY 








A candid camera shot brought us 
this story without words . . from a 
farm community in which nearly 500 
Square D Multi-breakeRs are giving 
100% trouble-free service. 


for fuses. A great convenience in the 
city, it is a near necessity in rural com- 
munities where distance and weather 
conditions make service calls difficult 
and fuse replacements annoying. 


Rural electrification activity is brisk 
and the Square D Multi-breakeR can be 
a valuable selling tool in the hands of 


your contractors who go after this business. Show 
them why and how. Call in a Square D man if 
you don’t have all the facts. 





DETROIT- MILWAUKEE -LOS ANGELES 


IN CANADA 


SQUARE D0 


COMPANY CANAOR LIMITED 


TORONTO INTARRIO 











SQUARE D MAN 





47 1438 


©cie 395322 





LOOKING INTO THE NEWS 
—And now good times!—More Teamwork—Cow and bees 


BE REGULAR BY DEV THATCHER 


—It builds up dealer sales and confidence 


YOU CAN SELL DEPARTMENT STORES BY WALTER HOLMES 


—They use more supplies and equipment than you think 


HIGHWAY DEPARTMENTS BUY "FEATURES" BY A. W. BOWER 
—You find the key man and then sell him 


NEWA TAKES A SPURT 
—Close-up of the Chicago Convention 


THIS THING CALLED BUSINESS BY H. G. CROUSE 


—Some wise counsel for wholesalers from an old timer 


WE ARE!—AN EDITORIAL BY EARL WHITEHORNE 


MEN YOU SHOULD KNOW—JOHN H. GLEASON OF CHICAGO 


TRY 1.E.S. IN NEW MARKETS BY B. A. MITCHELL 


—The line is now ready to spread out 


DRUMMERS—STREAMLINED BY HENRY W. YOUNG 


—They set up a show and drag ‘em in 


THOSE CHRISTMAS WINDOWS 
—How to make dealers’ displays sell your goods 


DEPARTMENTS 
SELLING APPLIANCES 
NEW PRODUCTS TO SELL—APPLIANCES 
NEW PRODUCTS TO SELL—SUPPLIES AND EQUIPMENT 


NEWS, NAMES AND FACES 
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2 One-Piece 
PORCELAIN 
RECEPTACLES 





ALL ONE PIECE of glistening white porcelain, sturdily and attractively designed. Built-in 
mechanism is simple and durable; saves bother of removing the ‘“‘works” 
for wiring. Bindings screws have large heads for easy connections. Con- 
venience outlet is ‘nternally connected . . . Large size for 4” boxes, small size 
for 31” boxes—both available with or without convenience outlet. Rating: 
Pull mechanism, 250 Watts, 250 Volts. Outlets: 15 Amps., 125 V., 10 Amps., 
250 V. Outlets equipped with short chain, chain with insulator or chain and 
cord. Ask for catalog data-sheet carrying complete listings. 


SOLD. THROUGH YOUR HART & HEGEMAN DIVISION ELECTRICAL WHOLESALER 
—— ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN, Ji 
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LOOKING 


INTO THE NEWS 


EXIT—THE 
HARD TIMES— For the next nine months business 


S 
C 


is going to be good—mebbe longer. But the signs 
are plain, that far. And that’s a lot of time. 

How do we know? Well, automobile production, 
steel output, car loadings, construction, and the other 
solid signs say so. And the last Federal spending 
program—like it or not—won’t reach its peak 'till 
April. And the prophets are all smiles. With every- 
thing pointing to prosperity, the time has come to 
step out—with plans, with programs—and preach 
confidence—and action! 


GO00D TIMES 
ONVENTION—The NEWA Convention in Chi- 


cago was smiling too. Biggest attendance on record 
—more wholesalers—more manufacturers 





and they 
stayed and attended committee meetings. Confidence 
was registered all over—and cheer—and purpose. 


* 


ERE COMES 


TEAM WORK—NEWA is making a smart move. 





To meet past difficulties in getting full manufac- 
turer attendance at the wholesalers’ commodity meet- 
ings, they are going to ask the manufacturer’s 
association to appoint official representatives for their 
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different sections. This will establish a responsible 
delegation to discuss commodity problems. 

This is good news. For many of the wholesalers’ 
troubles can be cured that way. 


© 


HEAVY APPLIANCES 

ON THE UY P—After months of bad business domes- 
tic electrical appliances are rapidly climbing up the 
hill. The first half of the year manufacturers’ sales of 
refrigerators were off 50 per cent, ranges 36, clothes 
washers 43 and water heaters 44. The turn came 
early in the summer. Refrigerators jumped in July, 
ranges in June, washers in August, water heaters 
have been on the up since April, with a sharp rise 
in August. 

It means just one thing. Houseliold buying is 
increasing. Manufacturers’ inventories are clearing 
up. So dealers are feeling better. Let’s sell ‘em 
harder. 


SELL THOSE 
DANGER SPOTS—Every 13 minutes ‘round the 


clock, each day and night somebody in America gets 
killed by an automobile. You would think the under- 
takers could afford to give ‘em away. 

It is being suggested now that sodium vapor light 
be used at all the danger points—intersections, under- 






 ) 





passes, track crossings. The color of the light would 
be a signal—a warning. There is an idea to sell in 





every city—every county. It offers profit—and it 


may save you! 


A DANGEROUS 

IDEA!—A General Electric guy in Schenectady has 
started something. His father walks in his sleep. 
So they installed an “electric nurse’ beside the bed 
—an electron tube and light. When his dad starts 
to wander the bell rings. 

And next they'll package ‘em and sell ’em to 

wives for the front door. It’s a dangerous idea. 


THESE 

SHOCK FENG ES—Easterners laugh at the electric 
fence. Sounds like a joke on the cows and hogs. 
But this year it means a market for 100,000,000 
insulators, the porcelain people say. More fences 
are going up. Others are being moved, replaced. 
It’s a business. 

Wholesalers sell ’em. But why only in the Middle 

west? How about the cost of fences elsewhere ? 


* 


WATCH THIS 
POLAROID I1DEA— The polaroid idea is in our 
market place now—a desk lamp without glare. It’s just 
a foot in the door. But watch it. This new inveh- 
tion that promises to cure night driving glare may 
well bring a revolution in all artificial lighting. 
Human eyesight is fast breaking down under mod- 
ern living. This may be the answer. We all better 
know about it. 


WHAT IS 
THE US$E?— Manufacturers, wholesalers, lots of 
peebles with something to sell, get out books of 
paper matches carrying their ads. Mebbe you do— 
and pass ’em around. 
Sut what’s the use? The Worcester County Jail 
now takes it up—to endear this house of correction 
to inmates and friends. We'll have to get up some- 


thing new now. 


SMART—BUT 

1S IT RIGHT2?—lIt’s proper for an electrical en- 
gineer to have brains and use ’em—but after all a 
joke’s a joke. A Westinghouse man had a swarm 
of bees in his chimney. He didn’t like ’°em. He 

waited ‘till night, lowered a vacuum cleaner down 








against the hive and sucked ’em all into the dust 
bag. It was smart, but look how big he is. 

Bees have been pretty good engineers a long while 
—hboth civil and chemical. And they’ve done well. 
We're for leavin’ ’em be. If they get mad and 
organize against electrical men it’s gonna be bad. 


* 


IT STILL 

HATH CHARMS$—Speaking of guinea pigs, Hy- 
grade Sylvania has been trying the effect of music 
on factory workers. Some 48 amplifiers broadcast in 
their Emporium factory. A psychology expert made 
the tests—all kinds of music. Then they quit, and 
petitions came crowding into resume. They liked 
“slow swing” and “sweet” music best. 

With music, errors and spoilage have been reduced. 

Morale is better. In a word, it keeps ’em cheerful. 
It’s an idea to sell to any factory. 


* 


AFTER THE 
HURRIGANE—That wandering hurricane that hit 


New England did something to the local. whole- 
salers. New housing was needed for 30,000 families. 
Power companies prepared to spend $10,000,000. 
Orders were out for 1,000 tons of wire. One com- 
pany was scrambling for 5,000 poles. And every 
wholesaler was working ’round the clock. 

The standing-by value of the wholesalers’ ware- 
house is past calculation. Don’t let customers forget 


TEN TIMES 
MORE RADIOS$!—There are ten times as many 
in 1938 as in 1925, according to the Census Bureau. 
In 1925 only 6 per cent had ’em. Now it’s 62. And 
is that steppin’? 
Southern states showed the greatest gain. And 
93 per cent of California farms now listen in. So 
the farmer’s ear has come to town and likes it. 
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Leeliial fe 


The ENGINEERED Reflector 


xT KELLEY 7p 
¢ lame ows On > 
nu-RESCENT 
KING paRK.eP 


FULLY PROTECTED BY PATENTS PENDING 





Shown above is the mounting plate which 
carries latest approved type auxiliaries 
(made by nationally-known transformer 
builders) together with wiring and lamp 
sockets. All parts, fittings and wiring 
materials are Underwriter Approved. 
Nu-rescent Reflectors are furnished in 6 
sizes for one and two lamps each. 
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for Fluorescent Lighting 


With so many industries showing a real buying interest in the new 
Fluorescent Lamps, electrical jobbers will welcome this industrial re- 
flector scientifically designed from the ground up to get the most out 
of this type of lighting. In construction too, Nu-rescent is superior to 
any other available unit. It is made of heavy gauge steel, electrically 
welded, very rigid and is finished in a rich green color. Reflecting sur- 
face is coated with a highly durable white glareless finish, proved best 
after many experiments. 


Right now Nu-rescent Reflectors are finding a ready market with 
printers, engravers, lithographers, retailers, cigar makers, textile mills, 
dye houses, inspection tables, etc., and wherever color-matching is 
important. . . . There is some territory still open. The product is right. 
the price is right and you will get both complete protection and coop- 
eration from a good house. Write us today for our attractive jobber 


proposition. 
BUSY SINCE 1878 


FRANK KELLEY, Inc. 


LAMP DIVISION 
ELKINS PARK, PENNSYLVANIA 


































"Yes, | ordered a mixer, but | wanted something to beat up a cake’ — 
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T. the story of the cat who made 
a lot of calls and came home 
with a lot of kittens, Grover D. 
Roadeap adds one important word. 
He is veteran salesman for the Mis- 
souri Valley Electric Company, 
Kansas City, Mo. He makes the 
old bromide read. “Ya gotta make 
REGULAR calls if ya wanta get 
results!” 

Thirty-five years in one line of 
business qualifies Roadcap to speak 
He sells 
mostly to contractors and dealers. 

“] have a route list for each day 
of the week,” Roadcap explained 
to me. “After I devote the first 
and best hours of the day to calling 
on—say Monday’s contractors and 
fixture dealers, I wind up the day 
with a short good will tour of care- 
fully routed ‘occasional-call’ cus- 
tomers and new prospects. The 
benefit of this system is that good 
will building takes second place in 
the day’s routine. Getting orders 
comes first! But the prospects get 
regular weekly attention.” 

Roadcap believes that friends are 
a salesman’s greatest asset. To 
make customers buy from you con- 
tinuously, they must like you—they 
must know you to the extent of 
trusting you. And it takes regular 
calls over a long period to build a 
friendship that is more than social. 


on his “‘secret of success.” 


Make Each Call Count 


“Each call must leave the cus- 
tomer with the sense of something 
gained,” he says “a warmer friend- 
ship, greater knowledge of his 
business, or of your product. Every- 
time I call my customers know a 
little more about something that I 
sell—say a Buss superlag fuse, an 
Emerson fan motor. 


“For instance, it was news to 


many of my accounts that this par- 
ticular fan has a hollow armature, is 
bearingless and, in my opinion, fool- 
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Grover Roadcap—His customers can check 
their calendars when he comes ‘round. 


proof. The planting of such infor- 
mation makes your visit a selling 
call. Knowledge is power and the 
dealer knows it. But I don't try 
to cram the entire story down a 
prospect’s throat at one call.” 





By 
Dev Thatcher 





Roadcap also has convictions as 
to the value of calling at regular 
intervals and at about the same time 
of day. He says, “It may sound 
technical, but I have found that by 
calling say at ten o’clock each Tues- 
day, or sometime near this hour, on 
Dealer Jones, he gets to expect me, 
and is apt to remain in his office 
until I arrive, to save an order for 
me on occasion, or to remember to 
ask some questions about some 
problem. And _ naturally, helping 
the customer with a problem is of 
definite value in getting his business. 

“My route list is made up on 


HE WANTED TO MAKE MORE MONEY! 





It Sounds Simple, 
but it 
Way fo Build Sales 


is a Sure 





loose leaves in a pocket-sized note- 
book. Each call is arranged in 
sequence according to address. 
Through simple rotation, I am able 
to call on the same customers on the 
same day of the week at approxi- 
mately the same time of day. This 
system provides me with opportunity 
for a thorough canvass, and gets in 
the greatest possible number of calls 
with a minimum of time expended.” 


Avoid Lost Motion 


Roadcap’s system simply elimi- 
nates lost motion and wasted time. 
But he does not try to overdo it. 
He never madly dashes to the next 
call in order to keep on an inflexible 
time schedule. His call list is not 
too large, and he doesn’t try to do 
the impossible. But he does get 
around—regularly. He says— 

“T always know who I’m going to 
see next, why and when. This helps 
me avoid bad approaches and 
fumbles. 

“One contractor-dealer gives me 
all his business largely because his 
occasional orders are not big enough 
to split for several salesmen. My 
regular calls provide prompt, sure 
service, and help him avoid tedious 
detail in his office routine. He doesn't 
have to check invoices and draw 
checks to pay a number of supply 
houses. Time which would be spent 
in contacting a group of wholesalers 
and their men is also saved.” 

E. F. Hardy, his boss, knows and 
appreciates Roadcaps system. He 
says, “Roadcap is one of our con- 
sistent producers. His systematic 
selling has resulted in the mainte- 
nance of more satisfactory relations 
with an increasing clientele, less 
grief in proportion to the amount 
of sales, and prompt adjustments of 
complaints. And the greater num- 
ber of contacts he makes, results in 


augmented opportunities for closing 
future business.” 











































































































































































































THEY BUY SUPPLIES AND EQUIPMENT FOR MAINTENANCE AND OPERATION. 


Win wholesalers’ salesmen 
think of department stores in 
terms of appliances and _ resale 
merchandise only—they overlook a 
good bet. Department stores also 
buy quantities of electrical supplies 
and equipment for construction and 
maintenance. Collectively they form 
a large and highly profitable market. 

As supply customers, department 
stores operate just as other indus- 
trial buyers, except that they are 
even more insistent on quality. The 
appliance buyers may squeeze out 
the last half of a per cent when 
purchasing resale items, but when 
the building manager and engineer 
buy for the building they want 
quality and are willing to pay for it. 

They have to live with the stuff, 
and must have the best. Besides, 
stores are proud of their plants. 
Much of their equipment is seen by 
customers. It should be the best 
and most modern of its kind, to 
carry out the good impression the 
store always strives to create in its 
every contact with the public. 

Lighting and Lamps 

All department stores maintain 
staffs ot display experts to mer- 
chandise to advantage. Their win- 
dow and store displays must be 
illuminated. Lighting, therefore, 
plays an important part in the sales 
problem of every store. And they 
require not only lighting units but 
wiring supplies. 

These electrical supplies are used 
everywhere, for show window il- 


YOU CAN SELL 


By Walter 













J]. Holmes 








lumination is modernized at frequent 
intervals. 
outlets and heavier circuits are al- 
ways being added. 

Likewise in show case and inte- 
rior lighting, changes are continu- 


To do it effectively new 


ally being made. Every year or 
two something new comes from the 
lamp makers’ laboratories. Such as 
the revolution in show case lighting 
brought on by the lum-i-line lamps. 
And just now fluorescent tubes open 
up entirely new vistas of the possi- 
bilities for color and day-light ef- 
fects. All this means new wiring, 
fixtures, transformers, reactors, 
switches and controls. 

And of course, the lamp contract. 
Department store lamp contracts are 
decidedly worthwhile. This is one 
item that is sold on the basis of 
service only. If you develop and 
serve your customers you get your 
share of their lamp contracts. 

Modern stores also maintain many 
electrically operated services not 
found in other establishments. Es- 
calators are common, and adequate 
elevator service encourages shop- 
pers to explore remote departments. 
All must be maintained at peak effi- 


ciency. Their operation has a di- 
rect bearing upon business and 
profits. Air conditioning systems 


are complete and well serviced. 
Interphones and coded chime or 
light signals are almost universal. 
Within an hour a lady may faint on 
the fourth floor, a shoplifter may be 
caught on the second, and a scene 
may be created by a customer on 
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the third. Management must know 
instantly where attention is needed, 
any place in the big plant. So com- 
munications must be maintained. 
Pneumatic tubes, electrical ticket 
printers, clocks and Telautographs 
—all are electrically controlled and 
powered. All need supplies. 

Public address and loud speaker 
systems are gradually coming into 
use in this field. Some stores use 
them to suggest luncheon special- 
ties. Loud speakers are used in 
the shipping and packing depart- 
ments. A little exploration in this 
field may turn up some nice sales 
possibilities. 

The refrigeration load in a large 
department store is considerable too. 
In addition to the big compressors 
for summer cooling, the restaurants, 
soda fountains, drug department 
and florist section all have their re- 
frigeration units. All are electri- 
cally driven. Replacements and 
supplies make a sizeable market. 


Special Requirements 


Then every large store has its 
carpentry and display shop. Here 
electrically driven drills, saws, tool 
grinders, paint sprayers—to men- 
tion only a few—are constantly 
used and replaced. Contact the dis- 
play manager. 

Department stores offer many 
other opportunities for the develop- 
ment of new business. The alert 
wholesaler’s salesman has advance 
knowledge of new electrical prod- 
ucts they can use. If he is fast on 
the get away he can bring these new 
items to the attention of his cus- 
tomers, before they hear of them 
elsewhere, and so do them a real 
service. For example, small spot- 
lights for high-lighting the central 
themes of displays are relatively 
new. Some stores have them and 
need more. Some are still to be 
sold. Colored light, made dramatic 
and economical through fluorescent 
lamps, is just getting started. 

Electrical purchases for mainte- 
nance in the department store are 
usually made by a special buyer not 
connected with the purchase of re- 
sale material. In the largest stores 
there are completely staffed supply 
departments. To sell them develop 
your contacts with the electrician, 
the buyer, and the supply depart- 
ment manager. Each of these men 
influence electrical buying. 








SELL THESE ITEMS TO 
DEPARTMENT STORES 


ELECTRICAL SUPPLIES 


ammeters 
batteries 
battery testers and chargers 
cable 
circuit breakers 
commutator dressing 
contacts 
conduit 
cords, flexible 
fans 
fishing equipment, wire 
fittings 
fixtures 
flashlights 
floodlights 
fuse pullers 
fuses 
ground testers 
hacksaws and blades 
incandescent lamps—all sizes 
instruments, testing 
insulating compound 
lamp changers 
lamp ieood 
lamps, portable work 
lighting fixtures 
motor controls 
motors 
neon sign materials 
outlet boxes 
panelboards 
plugs 
portable electric tools 
reflectors 
solder 
soldering compounds 
soldering irons 
soldering paste 
starters 
switches, automatic time 
tape 
thermostats 
toggle bolts and screws 
tools, construction 
tools, electricians’ 
transformers 
valves, magnetic 
valves, motorized 
varnish 
voltmeters 
welders, electric 
wire—all sizes 
wire connectors (solderless) 
wire, fixture 
wire and cable, interior 
wiring devices: 
plugs, attachment 
receptacles 
sockets 
switches, pull and canopy 
switches, wall 


SIGNALLING EQUIPMENT 


burglar alarms 
coded call systems 
fire alarms 
elevator signals 
interphones 
telautographs 





watchmen's clocks 


FOR THE RESTAURANT 


coffee makers 
dishwashers 

electric fry kettles 
electric ranges and elements 
exhaust fans 

grills 

meat slicers and parts 
potato peelers and parts 
refrigerators and parts 
steamers and parts 
Sterilamps 

toasters 


FOR SODA FOUNTAINS 


coffee makers 

drink mixers 

electric fry kettles 
grills 

refrigerators and parts 
steamers 

Sterilamps 

toasters 


FOR THE FLOWER SHOP 
daylight lamps 
fluorescent lamps 
refrigerators and parts 
show case lighting 


FOR THE BEAUTY PARLOR 


curling irons 

exhaust fans 

hair dryers and parts 
sterilizers and parts 
sun lamps 

violet ray equipment 


FOR GENERAL MAINTE- 
NANCE 


floor polishers 

floor scrubbers 

hand vacuum cleaners 
standard vacuum cleaners 


FOR THE WINDOWS 


color filters 

display turntables 
fans for clearing frost 
lamps, fiuorescent 
lamps, incandescent 
reflectors 

spotlights 


FOR SALES ROOMS 


ceiling fixtures 
counter lights 
daylight lamps 
display case lights 
fans 

floodlights 

lamps 


MISCELLANEOUS 


door openers 

electric clocks 

photo cells 

wash room hand driers 
water heaters 
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BUY "FEATURES" 





This wholesaler's salesman finds that frequent 


contact and steady selling means more than bids. 


By A. W. Bower 


Westinghouse Supply, 
Portland, Ore. 





A. W. Bower sells 
Highway Engineers 


the 





things being equal, is inclined to 
divide up the business among the 
reliable houses. 

What is there, then, to selling this 
engineer? Looks as though I 
would get my share by the law of 
averages. But in addition to the 
law of averages there’s the one that 































Highway maintenance shops must be Highway Commission radio reaches says the larger portion of worms 
well lighted—and they use lots of snow plows and construction camps. goes to the earlv bird. So I fol- 
electrical equipment. Maintenance needs electrical supplies. : . : a 
low the old rule of making fre- 
quent contact. While the business 
VERY little while I make a 100- points. The Commission is al- is distributed, the engineer cannot 
E mile round trip just to see the ways in need of new lighting instal- keep a chart before him to see that 
Oregon State Highway Commis- lations, and makes changes and en- Bowers and his house get their exact 
sion at the capital in Salem. Indus- largements in existing installations. | quota, and I am there often enough 
trial and commercial lighting sales In going after this business I so that he will not “forget to re- 
bring worth-while results. virtually see only one man. He is member” me. 
For example, in Oregon the the engineer who supervises build- Secondly, I keep “plugging the 
Commission maintains 6700 miles ings, including lighting. There is features.” He may know my line 
of highway. In addition, it does no necessity for contacting other very well in general, and on illumi- 
all kinds of new construction. They men down the line in Salem or out nation problems may engineer me 
work with approximately 700 pieces in the territory. You don’t have to _ into the background. But there are 
of mobile equipment. They main- figure any plans. Everything is laid a great many special features 
tain 14 fixed radio broadcasting out for you and you bid. among the individual items of my 
stations. Also, in state parks are Besides my house, several others line, sometimes minor ones, that he 
buildings to be lighted, as_ well handling comparable lines are asked = may not know about or has for- 
as swimming pools and_ play- to bid. This is a matter of law, gotten. By explaining them from 
grounds. but it is flexible enough so that the time to time—even risking repeti- 
All this organization needs per- department has latitude in selecting | tion—every once in a while one of 
manent buildings and yards. There the line or item best fitted to its them lands me the next order. For 
is the big main shop group in needs. It gets just the kind of example. 
Salem, with four other shops in equipment that it wants, but all 1. One of our units had a spe- 


other parts of the state and still 


cial and ‘distinctive finish on the 
. > ' 
other equipment concentration HE WANTED TO MAKE MORE MONEY! (Contnined on page 53) 
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lakes a 
SPURT 


Chicago Meeting Sets Record 
for Attendance and Activity 


George Mason, right, Novelty Elec., 
Phila., congratulates Hunt Crouse while 
Joe Johannesen smiles. 


Judge Ackerly flanked by Fred Eise- 
man of the Revere Electric Company, 
Chicago, and Fred, Jr. 


Les Latham, E. B. Latham & Co., New Chairman J. G. Johannesen and J. LL. 
York, and R. L. Rhodes, American Steel Busey. both of G. E. Supply. with 
& Wire, flash grins. Ed Potter, G. E. Lamps, in the middie. 


Something in a profile this 
time—H. I. Sackett, Sack- 
ett Electric, Buffalo. 


Bud Whitfield, Appleton, 
and Don Kazar, Kiefer 
Elec., Peoria. 


Bob Graves of Trumbull, 
it seems, had a busy day 
and took a little rest. 
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LECTRICAL wholesalers and their 
E manufacturer friends turned 
out in such numbers for the semi- 
annual convention of the National 
Electrical Wholesalers Association 
that they overwhelmed the facilities 
of the official hotel. This meeting, 
held October 17 to 21, 1938, at the 
Drake on Chicago’s Gold Coast, 
brought together wholesalers from 
30 states. 


, 

A most striking aspect of this 
convention was the spirit of purpose 
that pervaded the whole show. Com- 
mittee meetings with manufacturers 
were well attended—and this made 


comment. It showed new purpose. 
As usual, the convention was given 
over principally to the Monday 
meetings of the executive committee, 
and the work of the 19 commodity 
committees, on the days following. 

The open meeting for members 
and guests came on Wednesday 
morning. J. G. Johannesen, the new 
executive chairman, was introduced 
by Managing Director Donald 
Tolles, as an old timer, rich in ex- 
perience. Out of this background, 
Johannesen sketched the progress 
of the Association since it was or- 
ganized at Niagara Falls in 1908 
with 86 members. Today it has 479 
members in forty-seven states of 
the Union and in Hawaii. Its mem- 
bers employ 15,000 people including 
2500 outside salesmen and 600 coun- 
ter salesmen. 

Mr. Johannesen sounded a warn- 
ing against the present tendency of 
permitting operating expenses to 
run too high in relation to sales. 
There are several factors involved 


1. Smaller gross volume increasing the 
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H. F. Reichardt, Houston, G. N. Lewis, 
Jenkins Bros., eye to eye; I. I. Jaffee, 
Silk City Elec., watches the shutter. 




























A couple of Wheeling wholesalers 
check up. J. E. Rehm, Sands Elec., and 
H. W. Gee of Gee Elec. 





Broken arm or not, Side 
John C. Schmidtbauer 
of Wesco, was there. 


percentage of sales absorbed by fixed 
items of expense. 

2. An increased amount of clerical and 
warehouse work required to handle the 
present volume of business. While 
sales were off 26 per cent this year, 
the number of bills rendered decreased 
only six per cent. 

3. Increased taxes—social security, local 
personal property, business privilege 
and sales taxes—not passed on to cus- 
tomers. The wholesalers’ direct tax 
burden now represents 0.7 per cent of 
his volume, or 5 per cent of his gross 
margin. 

4. The increasing proportion of applianc: 
sales requiring specialization, sales pro- 
motion, dealer meetings and servicing 
costs. The 1935 average selling ex- 
pense was 9.4 per cent for specialty 
lines against 4.9 per cent for whole- 
salers who sold supplies and apparatus 
only. 


Dana T. Ackerly, counsel for the 
Association, then spoke on “The 
Fair Labor Standards Act of 1938”. 
In his easy, logical way, the Judge 
explained in common. everyday 
terms, just what the law means. 
He said this legislation will prob- 
ably have a broader and deeper ef- 
fect upon the United States than 
any standards-setting legislation of 
the present era. He gave the fol- 
lowing reasons— 

1. The definition of interstate commerce 


is broadly interpreted by the adminis- 
tration, and will probably be so inter- 
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and front. 


2. Even if your 


L. R. 
Quinn, Enameled Metals; 
E. J. Kelsky, Keps. Elec. 


Oscar Jung of Trico was 
waiting for something— 
maybe it was a room, 


preted by the courts. The law probably 

will apply to all electrical wholesalers. 

particular operation 
seems exempt, it is probably just as 
well to comply, and get used to it. 
State laws soon will fix similar reg- 
ulations for labor engaged in produc- 
ing or handling goods in intrastate com- 
merce. 

3. For one year after October 24, 1938, 
labor cannot work more than 44 hours 
per week—with specific exceptions— 
unless paid time and one half for over- 
time, nor more than 42 hours weekly 
for the two years following, nor more 
than 40 hours weekly thereafter. 


4. Minimum wages are fixed at 25 cents 


per hour the first year, 30 cents for 
the next six years and 40 cents there- 
after. However, each industry will 
have minimum rates established by a 
committee representing the industry, 
labor and the public, and they may fix 
higher minimums than 25 cents, up to 
40 cents. 

5. Exemptions are; bona fide executives, 
administrators, professionals, local re- 
tailing sales people and outside sales 
people. 

6. If you don’t comply, you are subject to 
severe penalties. In addition any em- 
ployee may sue for double indemnity 
for overtime pay withheld, or the dif- 
ference between wages paid and the 
prescribed minimums, or both. So it’s 
just as well to admit in the beginning 
that you are engaged in interstate 
commerce, and comply. 


The principal address was made 
by Huntington B. Crouse, president 
of Crouse-Hinds Company. In his 










homely way he preached a sermon 
that was worth the ticket to Chicago 
to any man who listened, if he will 
apply it. Mr. Crouse talked on the 
subject “Let’s Take a Look at This 
Thing Called Business”, and drew 
upon his personal experience of 42 
years in the electrical industry. The 
meat of his talk appears on pages 
17 and 18. 


Commodity committees 


The Wednesday afternoon and 
Thursday morning general meet- 
ings were devoted largely to the 
reading and approval of the min- 
utes of the 19 commodity commit- 
tees. And it was evident from these 
reports, that the manufacturers have 
finally awakened to the need for 
closer dealings with the wholesaler. 

Only two manufacturers were 
said to have ducked any of the meet- 
ings, These were cases where the 
activities of their companies in sell- 
ing identical material under several 
private-brand names was. under 
heavy discussion and criticism. The 
gist of these commodity reports is 
as follows: 






Armored Conduit Committee 


HH. 2. 
Roseth, Chairman—The manufacturers 
have adopted a previous suggestion by 
this committee and increased prices only 
in small steps of 5 per cent, 24 per cent, 
or less. The armored conduit situation is 
generally unsatisfactory due to low prices. 
In this committee “private-brand” sell- 
ing came up for criticism as being con- 
trary to fair trade practice. 


Apparatus and Control Committee, H. 
J. Baitinger, Chairman—The panel board 
and safety switch manufacturers felt they 
could not, at this time, recommend any 
increase in profit margins, as was sug- 
gested. The transformer and meter 
manufacturers present did not feel that 
wholesalers generally are suitable outlets 
for their products, unless they have capa- 
ble engineering specialists. The electric 
tool manufacturers recommended inten- 
sive education of wholesalers salesmen to 
teach them uses of the product. 


Batteries and Flashlights Committee, 
H. C. Calahan, Chairman—Manufac- 
turers are making progress toward the 
elimination of some of the many sizes of 
flashlight cases and batteries. Since spring 
they have changed their policies to allow 
wholesalers maximum discounts on all 
purchases of standard packages. 

Metal Conduit and Fittings Committee, 
A. H. Kahn, Chairman—Decided against 
recommending that the discount schedules 
on standard and explosion-proof fittings 
be combined. 


Conduit Committee, L. E. Latham, 
Chairman—Another_ step was __ taken 
towards the elimination of black conduit. 
This question is now in the hands of the 
Underwriters’ Laboratories, where tests 
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FROM OUR 
GAY FOUNTAIN PEN 


Wholesalers and manufacturers taken 


off guard at the NEWA Convention. 
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are being made to determine the superior- 
ity of galvanized conduit. An apparent 
revival of the policy of establishing manu- 
facturers’ stocks in key cities was decried 
as unsound, uneconomic and costly. It 
was suggested that manufacturers limit 
price advances to 5 per cent, and that thin 
wall steel conduit be handled on the same 
consignment basis as regular conduit. 


Fan Committee, C. W. Johnson, Chair- 
man—Wholesalers were urged not to give 
advanced dating on fans beyond that given 
by manufacturers. 

Industrial and Commercial Lighting 
Committee, E. A. Hawkins, Chairman— 
Reported lamp manufacturers sympathetic 
toward suggestions that they hold back 
public announcement of new light sources 
until the fixture people have time to de- 
sign suitable equipment for them. 


Outlet Box Committee, C. E. Mason, 
Chairman—Recommended the  appoint- 
ment of a committee to discuss pressing 
problems with the NEMA outlet box 
section, including adjustments of standard 
packages, elimination of slow moving 
and duplicate items, universal numbers 
and elimination of black boxes. 


Outside Construction Material Com- 
mittee, G. F. Hessler, Chairman—W hole- 
salers need an additional 5 per cent on 
shipments from stock. Resolutions were 
presented by the contractors association 
disapproving the practice of some whole- 
salers and manufacturers in preparing 
unit bids on rural electrification projects 
and the practice of preparing job esti- 
mates for those not capable of doing so 
themselves. No action was taken. 


Lamp Committee, B. T. Hare, Chair- 


man—New products in the lamp sched- 
ules are expected to more than offset loss 
of volume to B agents, resulting from 
the lower prices on the Mazda line. 
Radio Committee, Percy Stern, Chair- 
man—Private label troubles in that in- 
dustry were discussed. It was recom- 
mended that manufacturers quote their 
lowest price on obsolete models to their 
distributors, before they dump them. 


Range and Water Heater Committee, 
J. M. Newton, Chairman—A recent ques- 
tionnaire brought replies from 70 per cent 
of the members that 56 per cent handle 
ranges and 48 per cent handle water 
heaters. Total annual sales for the group 
are $12,000,000 in ranges and $2,500,000 
in water heaters. This volume equals 37 
and 44 per cent of the total sales of these 
lines respectively. Members were urged to 
cooperate with public utilities to promote 
better training for salesmen. 


Refrigeration Committee, D. H. O’Brien, 
Chairman—Reported that inventory con- 
trol is being adopted by manufacturers. 
Prior year models are not now the threat 
to the industry they were a year ago. 


Wire and~- Cable Committee, Walter 
Williamson, Chairman—The manufac- 
turers are still looking for a solution to 
the perennial question of reel charges 
and returns. The committee recommended 
price changes without advance notice, and 
expressed disapproval of speculative buy- 
ing. Manufacturers’ warehouse stocks 
were discussed, and manufacturers pres- 
ent would like to discontinue them. 


Wiring Device Committee, McKew 


Parr, Chairman—The recommendation 
that manufacturers allow freight only on 





A couple of Sola Electric men, George 
Lee and Len Marschall, flanking W. L. 
Englebrecht, Brown Camp Hdwe. 


H. von Brandenburg. Sangamo Elec. 
and Van Marker, Revere Elec., Chi- 
cago, go serious all of a sudden. 





Walter Williamson, Wesco, and Charlie 
Swartzbaugh, Swartzbaugh Mfg., en- 
joyed that one. 
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A trio of wiring device men. C. L. 
Nicholson, (left) P. & S., G. C. Barry, 
A. H. & H., and Harold Hey, Bryant. 
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shipments of 200 pounds or $100 net value 
was disapproved by the executive com- 
mittee, and rejected on the floor. It was 
felt that this proposal needed further 
study. The manufacturers will adopt uni- 
form catalog numbers and_ standardize 
bakelite plates. The committee endorsed 
proposals that distributor recognition be 
limited to wholesalers who can carry ade- 
quate stocks. 


Ventilation Committee, George Hever, 
Chairman—Recommended that whole- 
salers handle only standard ventilating 
tans, rated in accordance with the Heating 
and Ventilating Engineers and Fan 
Manufacturers’ Association codes. The 
committee feels that the wholesaler’s 
place in air conditioning is in the sale 
of ventilating fans and blowers, portable 
coolers and perhaps unit heaters, and sug- 
gests that the rest be left to others. 

Small Appliance Committee, G. J. Coss- 
man, Chairman—Favored trade announce- 
ments of new products 60 to 90 days 
ahead of general announcement, to allow 
distributors to liquidate stocks. Some 
manufacturers do that now, and it would 
help the industry if all would do so. The 
committee commended manufacturers who 
have reduced offers of extended terms to 
regular fall dating. 

Washer and Cleaner Committee, R. J. 
Brown, Chairman—Manufacturers realize 
now that wholesalers must be supported 
and are giving adequate margins to allow 
for the greater merchandising costs nec- 
essary to sell major appliances. 

Residential Lighting Committee, S. S. 
Front, Chairman—Recommended revision 
of discounts to allow wholesalers 50 and 
50 per cent from list, and a reduction of 
contractors’ suggested resale margin from 
334 to 20 per cent. Most fixtures are 
displayed to contractors’ customers on the 
wholesaler’s floor. It is thought the 
smaller discount affords the contractor 
adequate compensation. 

Committee Cooperating with Inspectors, 
H. C. Calahan, Chairman—Reported that 
all five sections of the inspectors will 
issue resolutions condemning the use of 
black conduit and boxes. He urged whole- 
salers to develop individual contacts with 
local inspectors’ groups, and to affiliate 
with the local chapters. 


In his closing remarks Chairman 
J. G. Johannesen stated that the at- 
tendance of both committee mem- 
bers and manufacturers at the com- 
modity committee meetings was 
larger than ever before. He recom- 
mended that the committee chair- 
men prepare definite programs for 
discussion at the spring meeting, 
and that they notify the manufac- 
turers and NEMA sections in ad- 
vance of the meetings what subjects 
are to be covered. Such programs 
should expedite the work of the com- 
mittees, and allow manufacturers to 
attend the meetings fully prepared. 

The spring meeting will be held 
as usual at Hot Springs, the latter 
part of next May. 













HEN I entered this industry 

42 years ago, the electrical 
business was far from organized. I 
wanted to be a manufacturer. I 
knew that I myself would have to 
introduce and make the demand for 
my product. I would have to do 
that at my own expense. But when 
it came to making my product avail- 
able to all buyers in all localities, my 
best bet, I saw, was a good estab- 
lished electrical distributor. 

I realized that I would have to pay 
this distributor as liberally as I 
could. For I wanted to get the best 
man in each locality and to keep him 
working for me. And the estab- 
lished electrical distributor is wor- 
thy of his hire. He does these very 
important things for me— 


1. He puts my goods on his shelves and 
takes his own chance of selling them. 
This fact really means that he advances 
me money for my payroll. 

2. The distributor provides at his own 
cost a suitable and proper place of busi- 
ness where my goods are on display and 
available to all buyers. He pays his own 
rent and carries his own insurance—ex- 
penses which I would have to meet and 
at greater cost, if I attempted to do this. 

3. The distributor at all times under- 
stands and knows the requirements, stand- 
ing and credit of all in his trading area 
who buy my product. He knows this 
better than I could ever hope to, and, 
most important, he asumes all credit risk. 

4. The distributor represents me in his 
territory, continuously, keeping constantly 
alive the interest in my product which my 
own representatives foster through the 
periodic calls they make on all possible 
buyers, promoting the use of my goods. 

5. As my product is used only in con- 
nection with the products of other manu- 
facturers, who also market their products 
through the same distributors, this ar- 
rangement is of great advantage to me. 


Both must know 


I believe that any informed manu- 
facturer knows that an established, 
enterprising, up-to-date electrical 
distributor can do a better job at a 
more reasonable cost than he could 
hope to do for himself. 

But it is imperative, if they are 
to work together, that both the 
manufacturer and the jobber deter- 
mine each for himself—and then 


This Ting Called 
BUSINESS 





Huntington B. Crouse, 
president Crouse-Hinds Company 


Some Wise Counsel for Whole- 
salers on the Value of a Definite 
Policy that Will Bring Order 


to a Business 


publish—just what his function is, 
just what he stands for. He must 
then call that his policy and tell the 
world all about it and then—which 
is more difficult and important—live 
up to the policy he establishes. 

Now, what is this thing called 
pe icy ? 

I understand a policy to be a defi- 
nite, predetermined plan of action, 
carefully thought out and _ rigidly 
enforced. I further understand that 
a policy must necessarily be bounded 
by arbitrary lines of division, which 
appear more arbitrary as you ap- 
proach them and absolutely arbi- 
trary when you reach them. I gave 
a lot of thought to the matter and 
—in the end, I came to the conclu- 
sion that the keystone of any suc- 
cessful policy must be that anything 
we would do for one, we should do 
for all in the same situation. 


This decision was most helpful. 
In the first place, it was absolutely 
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right and fair, and anything that is 
right and fair, in the end, will be 
best for any business. It was also 
very helpful because it made us 
careful in establishing each and 
every detail of policy. 


Live up to it 


The most important thing about 
any policy, as I see it, is for the 
man who establishes it to live up to 
it absolutely. If he will do that 
long enough, he will in time get 
confidence in himself. He will be- 
gin to believe in himself. His sales- 
men will begin to believe in him 
and his policy. The distributors will 
begin to get confidence in his sales- 
men and in the house the salesmen 
represent. Finally, the user will 
begin to believe in the distributor 
and the manufacturer the distribu- 
tor represents. 

When this chain of confidence is 
welded together, something of 
great value has been accomplished. 
But though this welding together of 
the different links of the chain 
sounds easy, it is a long, hard proc- 
ess. Temptations along the way are 
numerous and deceptive. Some cus- 
tomer wants you to break your 
policy only in a slight detail which 
really does not seem important. 
Actually you would like to do it. 
But, having done it, it is then easier 
to break your policy a little more, 
and so it goes until all is lost. 

Maintaining a policy is like main- 
taining one’s respect. You can’t 
temporize or you are lost. 

I believe that all of us desire to 
so conduct ourselves and our busi- 
nesses that we may merit the full 
respect and confidence—not only 
of our own organizations but of our 
customers, of our contemporaries, 
of our competitors. And somehow 
I have a hunch that we manufac- 
turers and distributors here assem- 
bled must begin to realize that we 
are headed toward a more open 
book. Business with the cards all on 
the table face up. 

We are going to have to establish 
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Sam Rosenthal, Hyland Elec., Chicago, 
greets W. J. Kranzer, Crannel, Nugent 
& Kranzer, New York. 


What, no pipe, Walter? Walter Bierin- 
ger. Plymouth Rubber, and Edward J. 
Rueth, Frankelite Co., Cleveland. 


Fuse and porcelain people—J. S. Mes- 
ser, Economy Fuse, and J. H. Parker, 
Union Insulating. 


the ground rules for ourselves, or 
they will be established for us. We 
are going to be required to publish 
them and live up to them absolutely. 
Our customers, contemporaries and 
competitors will know just what our 


ground rules are. While we will 
be allowed to change from time to 
time, as we may think best, we will 
be required to publicly notify all of 
any change. Some of you may not 
agree that this is possible nor that 
it is desirable but many believe, as 
I do, that it is not only possible and 
desirable, but imminent. 

Let’s go back over the years and 
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E. E. Hasselquist, Fox Elec., Elgin, I'l., 
and Charles E. Johnson, Curtis Light- 
ing, grin and bear it. 


The speaker's sold ‘em. M. F. Shaffer, 
Electric Sales, Canton, and Jack Sadler, 
Commonwealth Edison, Chicago. 


Art Anixter, Englewood Elec., Chicage, 
and George Holly. Youngstown Sheet 
& Tube stopped a minute. 


check up a little on the trends: 

In 1887—fifty years ago—all rail- 
roads were required to make the 
same rates to everyone for the same 
service, and to publish those rates 
and maintain them. Much to the 
surprise of many, it was soon found 
that the change was of great value 
to all. 

Along about 1906, we began to 
hear a lot about pure food and drug 
laws. Among other things required 
was that a bottle be plainly marked 
as to just what was in it and how 
much of it. We then learned that 
for years we had been gypped out of 


3/5 of a gallon of liquor every 
time we bought a case. I am still 
sore about it. 

The Securities Act of 1933, to the 
great advantage of all us children at 
the stock market game, makes it 
mandatory that all the cards be laid 
on the table face up. Then how 
about N.R.A.? And what about 
this Robinson-Patman Act? 

Several of my business friends, 
from time to time, have said to me. 
“[ have always run my own busi- 
ness and I am going to continue 
to run it. I am not going to give 
out information as to what I am 
doing nor advance information as to 
what I intend to do.” 


Tell Your Competitors 


As far as I am concerned, I would 
much prefer my competitor to know 
just what it is that I am doing. I 
would like to have him know offi- 
cially, from me. I even go so far 
as to say that I would like to tell 
him a little in advance. 

It makes me feel very good when 
a competitor of mine advises me 
that he has decided to do something 
and advises me in advance of his 
action. I may not like the thing he 
has decided to do. I may decide to 
do it too or I may decide not to 
do it. But it certainly makes me 
feel good to have him tell me. 

Some times a competitor of mine 
establishes a policy which I think is 
unwise. I do not immediately 
adopt that policy, but wait a while 
and see how much | am hurt. 
Oftentimes, I find I am not hurt. 

Just so, when business starts to 
drop off, if we will all wait unti! 
the statistics are published, we may 
find that we have continued to re- 
ceive our percentage of the total. 
This is very helpful, for we then 
realize that that competitor of ours 
isn’t getting our business away from 
us. The fact is, the business just 
isn’t there. Then, if we will be 
fair and not hog it, we may continue 
to sell our percentage of the total, 
and at prices that will be fair. 

If we insist upon being a hog, 
and having a part of the other fel- 
low’s percentage of the total, we 
probably cannot do it in any way 
except by cutting our prices. This 
starts the ball rolling, and we soon 
find out that none of us has sold 

(Continued on page 54) 
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WE ARE! 


By 
Earl Whitehorne 


E visited a lot of factories a week or so ago, looking at lighting. 

Whenever we saw a recent installation we asked this question: 
“How did you come to put in this new lighting?” And the answer in 
most cases was the same. They would say: 

‘We wanted to improve working conditions for our people. The 
old light wasn’t good. They like this much better.” And then we 
popped the other question. And the response to this one hurt— 
and we hadn’t expected it to. 

“T suppose you have a lot of electrical men in here pointing out 
places to improve your illumination,” we said, “trying to sell you 
something better?” 

‘““No—they don’t bother us much,” they would reply, “except the 
power company man once in a while. Of course, he wants us to 
use more current.” 

In a word, these factory people are being so neglected that they 


can hardly remember anybody having tried to sell them better light. 
And this is an important industrial area, where wholesalers’ sales- 
men are thick as flees on a sheep. 


HE reason? It’s clear enough. The mazda lamp has been 

the standard for so many years, it has lost its thrill for us. And 
everybody has light. So it’s old stuff, and we’ve let down. And 
all the time look what has been happening, while we are so busy 
making calls— 

First, the lighting art has expanded enormously—with “high- 
mercury” and flourescent tubes, electric controls, new reflectors, new 
experience, new scope. But second—employee relations have become 
the most pressing problem of industrial management. And this 
new eager urge to better working conditions has made our market 
over for us—opened new doors new minds, ripened new customers. 


NCE I had a friend, who in such a situation would exclaim: 
— ‘Are we men—or are we slaves?—We are!” And, of 
course, in this case he would be right—both ways. We are slaves 
to habit, and have grown lax on lighting. But we are also the best 
5000 selling men in the electrical industry! 
And if we want to grab this opportunity, it’s ours. For lighting 
will put more money in our pants this winter than it ever has before 
if we are after money. 
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MEN YOU 


SHOULD KNOW 





















Zou settle down on a kitchen stool 
in the Sunnyside Avenue home 
of John H. Gleason, sales manager 
of the Graybar Electric. Company, 


Chicago. He dons an apron, rolls 
up his sleeves. Then he says, “One- 
half cup butter, two egg yolks, one 
teaspoon lemon juice, one quarter 
teaspoon salt, a few grains of 
cayenne pepper and a third of a 
cup of boiling water.” That means 
Hollandaise sauce. You wonder 
how a cooking hobby ties up. 

It means a lot. For John Glea- 
son knows better than anyone else 
in Chicago that every business deal 
is a recipe—a mixture of electrical 
knowledge, of people, of politics, of 
forces behind the scenes, all blended 
together. He’s made himself a 
recipe expert. That angle on selling 
has probably done more than any- 
thing else to put him where he is. 

He was born and raised near 
where Graybar’s building now stands 
in the windy city, a likely broth of a 
boy with a tongue in his head. So 
he did not remain long at testing 
motors, when he got his first job 
with Western Electric. He was 
soon chasing production orders, then 
to power apparatus sales. 

Soon John led the van in install- 
ing private power plants in the big 
buildings in “the loop,” and it was 
nothing for him to figure out the 
whole thing from steam engine up. 
His jobs worked. That gave him 
standing with company officials, who 
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were staking their money on these 
new contraptions. And “the terri- 
tory” in those days took John Glea- 
son 1,000 miles westward. 

His success in these early jobs, of 
course, built him a reputation. It 
later stood him in good stead. For 
example, when J. B. Foley planned to 
light the town of Foley, Oklahoma, 
John Gleason took him in a corner. 
In 15 minutes he persuaded Foley 
to put the whole job in his hands 
instead of splitting it up among sev- 
eral manufacturers of engines, gen- 
erators, transformers, poles, wire 
and other items. Again, when Ed- 
ward Hines built the town of Burns, 
Oregon, involving an expenditure of 
several million dollars, he put it up 
to Gleason to name a good engineer. 

So one day, while he was on va- 
cation, in 1923, a telegram came an« 
told him he was sales manager. A 
lousy trick—on his own time. But 
he was broad-minded and_ big- 
hearted and took the job, and held it 
when Western Electric Supply De- 
partment became Graybar in 1926. 

Bill Weiss and W. E. Meyer, 
over at Graybar, declare that the 
Gleason memory is uncanny. | 
dunno. But one day a chap wan- 
dered in asking for a part for an 
obsolete motor. No-one else had 
any recollection of it. But John 
Gleason said that it was part of an 
air compressor sold in 1913. He 


HE WANTED TO MAKE MORE MONEY! 


John H. Gleason 


OF CHICAGO 


He likes to have a recipe before 
he starts, and so he gets results 
right down the line. 


directed the man to a second hand 
shop where he got satisfaction. 

“How did you know that, John?’, 
he was asked. 

“Oh, I used to take things apart 
and put ’em together,” he said, “so 
I would know them better.” The 
old recipe idea. 

John Gleason likes to train sales- 
men. His schooling covers a wide 
range of questions. Look at these 

1. What would you do if a customer 
or prospect asked you whether he should 
throw out central station service and 
make his own power? ; 

2. What would be your answer if a 
customer should ask you who owns your 
company ? 

3. If a customer wanted to buy 1,000 


motors for operating pumps, what would 
you do? 





He coaches them until they are 
ripe. Then he turns them loose— 
but he never loses touch. Any of 
his salesmen can walk into John’s 
office any time, without knocking. 
John will go out with him when 
there is trouble, show him how to 
make adjustments diplomatically, 
build him up for the future. When 
one of his boys is in a hole, he goes 
to bat. 

Gleason knows his recipes. He 
likes to put things together—men 
and jobs, customers and salesmen, 
orders and orders. 

He is a mixer in a quiet way that 
gets results. He likes to smoke a 
cigar at the Illinois Athletic Club 
and mix ideas and news. He likes 
to travel, to read, to be with people. 
He likes to shake up good things to 
at and drink. He likes to think 





ahead—to have a recipe. 








Iu, IES 


IN NEW MARKETS 


With demand growing, here is 
a profit line for almost every 


type of outlet 





Mes 


By B. A. Mitchell 


Mitchell Manufacturing Company 


GREAT many electrical whole- 
salers have stopped looking on 
the IES lamp as a minor specialty. 
They regard it as a substantial part 
of the business. They have found 
that these products stay sold; that 
a man doesn’t have to be a specialist 
to sell them, that there is no service 
problem, and that everyone makes 
more money by pushing them. 
Last year the wholesalers’ sales- 
men who pushed IES lamps real- 
ized a sales increase of more than 32 
per cent over 1936. They found a 
big money game—one that amount- 
ed to nearly $60,000,000 during 
1937. But this is just scratching 
the surface. The future is even 
more encouraging. 
There are now 22,800,000 wired 
homes in the United States alone. 
Figure a conservative average of 


22 









More attractive designs, new materials and finishes are expanding IES markets 


three IES lamps per home, and 
you have a potential market for 
68,000,000. So far, not over 4,000,- 
000 IES lamps have been sold. And 
this is just the current market. 
Around a half million new custom- 
ers were added to power lines last 
year, and with the increase in rural 
electrification, new prospects for 
IES lamps will be coming into the 
picture all the time. 

There’s a market! And in this 
market electrical wholesalers and 
their salesmen are the key distribu- 
tors because: 

1. They are in close and constant 
contact with retail outlets who pre- 
fer to buy through wholesalers in 
order to get service on small orders, 
replacements and adjustments. If 
the wholesaler can quote the same 
price to the dealer on drop ship- 
ments f.o.b. factory as the factory 
quotes direct, the dealer prefers to 
buy through the wholesaler, request- 
ing him to back up the drop shipment 
order with a small stock for servic- 
ing. 

2. They 


know the distribution 


problems of their retail outlets, and 
can pass on helpful selling aids and 
suggestions, 

Here are the immediate market 
outlets that the wholesaler can work 
on— 

1. Electrical Stores The 1935 
Census of Business showed 14,000 
of these electrical specialty stores, 
an increase of more than 5,000 since 
1929. 

2. Utilities They are finding IES 
lamps a real factor in increasing 
load. There are still many farms 
and dwellings, connected to power 
lines that have not yet bought them. 
A vigorous load-building campaign 
on the part of the utilities will 
crack this business—and IES lamps 
are excellent items for such pro- 
grams. 

3. Department Stores They have 
finally awakened to the present de- 
mand and tremendous possibilities 
in all price-ranges of IES lamps, 
bringing bigger profits not only to 
themselves but also to the whole- 
saler. 

(Continued on page 54) 
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N any good-sized town in Ore- 
I Washing- 
until Christmas— 
You may expect to see 
two automobiles roll in, draw up to 
the leading hotel, and call for the 
unloading of 


gon and _ southwest 
ton from now 


watch out. 


some scores of fibre 
packing cases. These will be hustled 
into the sample room where one of 
the men will take off his coat and 
work. The other will 
straighten his tie, shake the creases 
out of his pants, and start out to see 
the electrical dealers of the town. 

Putting two and two together, you 
come to the conclusion that they are 
a couple of wholesaler’s salesmen. 
To get the Christmas trade, they are 
adopting some of the tactics of the 
old-time drummer—only — stream- 
lined. 

Graybar in Portland started after 
Christmas business this way imme- 
diately after Labor Day. In each 
of the major sections of the terri- 
tory two salesmen are teamed up 
and specialize on the Christmas trade 
until the end of the season, carry- 
ing their show with them. Take a 
look at the lines. The most im- 
portant are Manning-Bowman small 
appliances, Telechron clocks, Noma 
Christmas tree and outdoor decora- 
tive lighting, Toastmaster, Hamil- 
ton-Beach and Sunbeam mixers, 
and Royal vacuum cleaners. 

To load the two cars at the Port- 
land office and get ready for the 
campaign every piece of merchan- 
dise is taken 


get to 


from its carton and 
individually wrapped in a piece of 
soft, quilted material. Fibre pack- 
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Northwest Salesmen Team Up 


ing cases are selected in sizes that 
will readily go in the cars. Each 
accommodates one piece or a small 
Each 
team takes complete lines, not sim- 
ply a piece here and there. The 
individual items number between 
125 and 150. They pack them into 
the two cars. 


set, depending on the line. 


Coming to the first stop, one man 
unpacks and sets up the displays. 
The other calls on the dealers and 
arranges with them to come to the 
sample room. These calls begin to 
materialize as inside 
man is ready for them. From then 
on, working as a team, one man is 
always at the sample room. 

Getting the trade in is further 
facilitated by advance notices. These 
are in mimeograph form, containing 
some sales information, line draw- 
ings and cartoons. Conspicuous are 
the salesmen’s names, and blank 
spaces for the dates and places of 
their stops. 


soon as the 


CHRISTMAS ROADSHOW-—Salesmen with 
traveling displays carry complete lines, 
and set them up in hotel sample rooms 


By Henry W. Young 


to Get the Christmas Business 


All hotels are not well fixed with 
sample rooms these days, but they 
make the best showing. 
ach team takes along display ma- 


p¢ »ssible 


terials such as black, maroon or 
dark red corduroy, which shows 
off chromium plate well, some 


thumbtacks, fancy paper and tools. 
A creditable display can be built up 
even if there are no more than four 
walls to start with. Full sets of 
manufacturers’ display material are 
used, and of course literature on 
everything. 

The Portland branch has been fol- 
lowing this procedure for a number 
of years. S. G. Ward, the manager, 
says that the immediate sales are 
The long pull 
results even more gratifying. After 
the dealers have seen the merchan- 
dise and talked with the salesmen 
under these conditions, and have 
ordered for the Christmas trade, the 
tendency is to order later from the 
same source. 


highly satisfactory. 


READY TO SELL—While one man is on deck in the hotel, 
the other breezes ‘round town and brings in the dealers. 





































SELLING 











APPLiance® 









tree with electrical 


A Christmas 
gifts—nothing new about it, but it 
still sells our merchandise. 


jeer now on the Christmas 
program is going to be won or 
lost pretty much by displays. If 
they are live and fresh and inter- 
esting they'll sell. Otherwise your 
“Build-Up” will bog 


1 


just when the 


whoie down 
big selling should be 
getting under way. 

Naturally it is not easy to get the 
dealer very much excited over trim 
[t’s old stuff. It is 

It’s hard to think up new 
But what of it? When the 
Christmas shoppers come flocking 
down the street, 
dows for gift suggestions, the front 


ming windows. 
no fun. 
ideas. 


looking into win- 
Wreaths, light and a tree—and the 


central theme of “Give Something 
Electrical”—standard but strong. 


CHRISTMAS WINDOWS 


A Few Suggestions That Will Help You Make 


Your Dealers’ 


lisplay is the most important thing 
n the store. The dealer must face 
this fact. The wholesaler’s sales 
man must re-sell him on the im 
portance of display. 

And since you are key man in 
this Christmas Build-Up it looks as 


ugh you'll have to start the idea 


olling. Re-sell yourself on the 
value of smart displays. Get all 
steamed up over it. Then carry 
that enthusiasm to every dealer. 


Make him realize the vital need for 
planning ahead for his windows. 
The average dealer is a salesman, 
not a decorator. He will put in 
some red and green paper, a Santa 
Claus and a showing of appliances 
end think it’s a window. It is more 
than just a matter of red and green 
paper, colored lights, tinsel and cot- 
ton. We had all that last year 
every year. It’s a matter of ideas- 


of suggestions to 


shoppers—and 


Windows Sell Your Goods 


hardly a dealer in the busi- 


something 


there is 
ness who cannot do 
about it. For if he 


planning windows, he and his clerks 


once gets to 


will figure out some good ones, it 
they are started off on the right 
foot. 

And what mean? It 
means that there are a few ground 
rules in this game, as in any other. 
So the f the Christmas 
window display rests on following 
the rules—and the most important 


does _ that 


success (¢ 


step for you to take, if you want 
your dealers to move their Christ- 


to know these simple 
principles, and sell them to 
Here they are :— 


mas stock, is 
your 
customers. 


RULE 1... Put Gift Ideas 
in Each Display This is the time 


when folks are out to spend money. 
They have cashed in Christmas Club 
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These same people pass every day. 





















savings and cracked baby’s bank. 
They want presents for Jane and 
Elmer and Aunt Sue and the kids. 
The question is what to buy. 

They will soon be roaming the 
shopping districts, looking for 
ideas. The shop that has interest- 
ing displays, full of gift-ideas will 
get the money. So fill the window 
primarily with ideas—not just ap- 
pliances. 

There is an electrical appliance 
for every member of the family. 
You know it. So do your dealers. 
But shoppers don’t, and they’re in 
a hurry. So meet them with good 
suggestions. Otherwise they will 
breeze by and pick up socks and 
ties and perfumes again this year. 


RULE 2. . . Play Up Style 
and Quality Pe yple like to be proud 


They 
anxiously watch the unwrapping to 
They want to 
give attractive and useful gifts, but 
they want them smart. Certainly 
electrical appliances fit that descrip- 
tion. 


of the presents they give. 


see how it goes over. 


So have your dealers play up 
that quality impression in their dis- 
plays. Feature the 
Support 


best styles al- 
ways. them with smart 
backgrounds and lighting. 

Put his finest stuff in the display. 
For this quality appeal works in 
every territory and neighborhood. 
The Christmas market is not a price 
market. Food mixers, roasters and 
toaster sets go over big. And none 
f them are two-dollar items. 


Change 





























windows often to keep them interested. 


RULE 3. . . Create Christmas 
Atmosphere During the next six 


weeks, every effort should be made 
Christmas 

should 
display, every 


to create 
That feeling 
every 


atmosphere. 

permeate 
store, every 
sales talk, every piece of advertis- 
ing. For there is still magic in the 
word “Christmas,” still romance in 
the day. And we all feel it. Get 
the Christmas colors into all dis- 
plays. 

Don’t let shoppers forget that old 
Santa Claus is hanging out in that 
electrical store. Then tie-in the 
thought at every point that electri- 
cal appliances make ideal presents, 
that they offer something appropri 
ate for everybody. 


RULE 4... Keep ‘Em 
Old Fashioned = Don’t try to stream- 


line Christmas. Leave that to the 
trains and motor cars and modern 
furniture. Keep your holiday dis- 
plays old fashioned. For Christ- 
mas is an ancient festival, rich in 
tradition, and that’s why we like it. 
And we like it that way. 

See that your dealers are ready 
with all the trimmings. They must 
use red and green. They must use 
bells and candles, Christmas trees 
and wreaths with ribbon bows. 
They must use figures and cutouts 
of our good St. Nick. They must 
use tinsel and snow. And with it all 
there must be the sparkle of colored 
lights used generously. 


Your Builh-Up for Christmas. . - 
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The elements of the old-fashioned 
window are available at little cost. 
Manufacturers supply cutouts of 
Santa and a variety of atmosphere 


backgrounds. The dealer has the 


lights in stock. The other items 
can be obtained in any city. 


RULE 5. . . Time Displays 
With Advertising Last month the 


manufacturers started telling the 
public why appliances make the best 
Christmas gifts. This month and 
next their advertising will become 
more intensive. They are using 
magazines, billboards 
and radio, and every dealer should 
capitalize on it. 

So find out what your manufac- 
turers are doing and when. Let 
your dealers know all about it. Get 
them to merchandise this advertis- 


newspapers, 


TUE wt D 


THI 


sun MON 




















ing ir their displays. Have them 
cut out the ads, mount them and 
put them in their windows with a 
sign saying, “Here are the appli- 
ances you saw in the Saturday Eve- 
ning Post or McCalls or Time or 
Colliers.” It will bring many shop- 
pers into the store, ready to buy. 


RULE 6... Show Use 
and Price 


dollars got scarce, people have turned 
to giving presents that are useful as 
well as attractive. And right here 
electrical appliances have especial 
appeal. 


Since the late 20’s when 


Urge your dealers to show 
the use for each appliance—if only 
by a card or cutout. Make the story 
realistic. Put a plate of toast be- 
side the toaster, a cup and saucer 
by the coffee maker, and some coffee 
in it. Get some realism into the 
show. Make sure the person shop- 
ping knows what each appliance is. 

Also tell your dealers to use price 
tags. Although the shopper might 
not know what he wants, he does 


know what he has to spend. 


RULE 7... Avoid 
Cluttering 


not absorb too many ideas at a time. 
Therefore, the display should never 
feature a conglomeration of unre 


lhe average person can- 


26é 





Use the old fashioned 
props — trees, tinsel, 
lights, Santa Claus, 
and the rest. They 
are still good. 


lated appliances. Displays should 
be confined to a group of associated 
ideas. Also, each unit should be so 
placed that it Stands out. 

There is no general rule for ar- 
ranging displays—except to make 
different—and attractive. 
Don’t just put the big stuff in the 
back and the 


1 
them 


small devices down 
Make group- 
ings that mean something, and are 
interesting. Put an idea in every 
group. 


front, like stair steps. 


Mark every appliance with 
a card that tells the shopper some 
| 


+] + 
thing 


suggests who will enjoy it. 





RULE 8... Change 
Frequently 


people pass the dealer's windows 
every day. Until the shopping is all 
over, here they come down the same 


Remember the 


same 


street again, looking for more gift 
suggestions. If this audience is to 
be kept interested, the show must 
Otherwise they'll stop at 
other windows for other ideas. 


change. 


How often should Christmas win- 
dows be retrimmed? The answer 
is:—as often as possible. In the 
beginning, twice a week may do, 
but as you near the end the pace 
of the shopper grows faster, and the 
dealer must keep up. After Decem- 
ber first it will pay well to make 
some window changes every day of 
it is only shifting something else 
up to the front. The point is that 
if the shoppers who stopped yester- 
day, look in again and see no 
change, they may just walk right on. 
\ change that catches the eye will 
probably result in their re-studying 
the whole display. 

Of course, the trimming should 
be done at night or early in the 
morning to prevent loss of show 
time. 
dealer must realize that 
Although 
silent, they have color, action, hu- 
man interest. They can be inter- 
esting. And when they're inter- 
esting they'll attract attention. And 
that leads to sales. There is noth- 
ing more vital to the success of your 


Every 
displays are selling tools. 


Christmas Season this year than 
what you do about your dealers’ 
show windows. 





Get the Christmas message into every display—every day—and avoid cluttering. 
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Bw most important step in prepar- 
ing for a series of good window displays is to 
plan out a series of “Display Themes” to get 
a central message for the window around which 
the display will center. There is no end to the 


Good Windows ..some SAMPLES 





variety that may be developed, but during 
Christmas shopping weeks, the dealer should 
not stray far from the Big Idea. And the Big 
Idea, of course, is “Something for Somebody.” 


Here are a few timely suggestions— 





1. Gifts for Men 


Such a display will include shavers, drink mix- 
ers, desk lamps, clocks, flashlights and batteries, 
electric tools for the tinkerer’s workshop. But 
ir will feature the idea—‘What to Buy for 
Him,” and give the shopper on easy reading 
cards, a lot of quick suggestions—“*For Dad”— 
“For Hubby’’—*For that Brother.” 


2. Gifts for Women 


Show mixers, curling irons, toasters, waffle 
irons, grills, clocks, heat pads, coffee makers, 
roasters and heaters, floor and table lamps 
and all the rest. Let the cards tie them to 
mother, grandma, sister Sue. 


3. A Train Window 


A toy train always draws a crowd. It’s alive. 
And most of the crowd will be grown-ups. 
The more complex the trackage, the longer 
it will hold an audience. But like any other 
display it must do a selling job. Put other 
appliances in the background, and down front. 
Run a card, reading, “Trainloads of Electrical 
Gifts are Speeding All Over the Country To- 
day. Here are Yours!” 


4. A Five-Dollar Display 


Or it could be a ten-dollar show. The point 
is for your dealers to assemble, in one display, 
a number of electrical suggestions in one price 
range. 


5. For Youngsters in School 


Families are spending plenty of cash sending 
sons and daughters to college. But they will 
buy them Christmas presents just the same. 
Devote a strong display to this class of gift. 
Such a window would feature IES study 
lamps, clocks, sandwich grills, coffee makers, 
shavers, heaters, travel irons, curling irons and 
table radios. 


6. For Your Own Home 


Some families are practical as well as senti- 
mental about Christmas. They get together 
and decide to make one big bundle for all in- 
stead of lots of little ones. This gives a good 
theme for a window. It would feature the 
radio, refrigerator, sun lamp, range, or water 
heater, and fine table and floor lamps. But be 
sure to add Christmas trimmings so folks won't 
think it’s just another appliance window. 


* Of course, there are many other types of displays to use. These 
are merely examples. You can suggest lots of others to the dealer. 
He and his people will think up many more if you get them 
excited. But each window should be grounded on sound principles 


as already listed. 
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WITH THE APPLIANCE PEOPLE 


Washer Picture 
Looking Good 


August shipments of household wash 
ers zoomed to 129,163 units, 
of 74 per cent over July and within 13 
per cent of the August, 37 
ing to the report of J. R. Bohnen, execu 
tive secretary of the American Washe1 
ind Ironer Manufacturers’ Association 
lroners were up 50 per cent from July, 
but off 38 per cent from August, 1937 


an increase 


+ 1 are -/] 
total, accord 


Exhibit Held 
In Vancouver 


I 
part in the recent Canada Pacific Exhi 
held at Vancouver, B. C. The 
electrical boys showed everything from 
milking household appli 
ances. Some sixteen firms participated, 
including 
facturers 


lhe electrical industry played a majo 
bition 

ng 
machines to 


wholesalers, retailers, 


ind utilities 


imu 


Washington Institute 
Offering Shovels 


Members of The Electric Institute of 
Washington are out to get prospects for 
coal stokers and oil burners. And they 
have a plan for digging them up. Dur- 
ing September, 40,000 cards offering ‘‘an 
extra light weight housewife’s special 
shovel” were included with light bills 

Return post cards, requesting the 
were passed around among th« 
Institute members. When salesmen pre- 


sented the shovels, they went into their 


shovels, 


tories on oil burners or stokers. 


~ 
sadi€s ~ 


a “ 
7 


TRAVELINGS SIGNS tell the folks around Buffalo that washers and ironers elimi- 


nate drudgery. 
posters that were used on 600 cars. 





lo give further impetus to the drive, 
h room on 


he Institute devoted the show 
floor of the Pepco Building 


to 
from August 29 to 


t 
the first 
heating 


Oct yber ] * 


automatic 


Crosley Has 
New Monicker 


is no longer a Crosley Radio 
hat is, by that name. The 
adio” has been dropped and 
title is Crosley Corporation. 
-hange is in line with the 
avoid indicating a 


cotmi- 


lesire to 


New Spot For 
Commercial Equipment 


Ltd., 
B., has moved to a large four- 
building, increasing floor 
by some 500 per cent over the old 
, This distributing 
has Halifax 


Commercial Equipment, St. 


brick 


appliance 


firm also houses at and 


Sydney, N. S 


Milwaukee Sales 
Looking Good 


three Milwaukee ap- 
ibutors, September business 
compared favorably with June. Mor- 
ley Murphy reported a 50 per cent in- 
crease over June, but this September is 
slightly behind last. 

H. Schaefer Corp. declared 


According to 
af — . 
p-lance dist! 


The E., 


=> ae daw 
o 
—% 
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The Electrical League of the Niagara Frontier put out these 
Here Samuel S. Vineberg, manager of the 


League, watches H. I. Sackett, H. I. Sackett Electric, and R. D. Glennie, G. E. 


Supply, put one on the Packard. 


THIS MONTH Arthur H. Zirke, presi- 
dent of the P. A. Geir Co., makers ot 
Royal cleaners, celebrates his 25th 
year with the firm. He started with the 
company back in ‘]3 in the accounting 
department. Then he moved ahead. In 
1935 he was elected president. 


its August business registered the first 
gain over the comparable month of °37 
and surpassed last August by 40 per 
cent. 

September sales of the Taylor Elec- 
tric Co. were reported better than June, 
but somewhat behind last year. Wash- 
ers have been selling well with radio 
holding at a fairly good volume. 


Litscher Joins 
Litscher Electric 


Stephen M. Litscher is the latest addi- 
tion to the staff of Litscher’s Wholesale 
Electric Supply House, Grand Rapids, 
Mich, Stephen heads up appliance sales. 
He comes from New York where he 
was sales promotion manager in that 
area for G.E. Lamps. Before that he 
was at Nela Park. 

Benjamin C. Litscher, who has been 
selling at the counter, is now covering 
the city and vicinity. 


G. E. Awards 
Prizes For Letters 


The complete results are now in on a 
contest General Electric started in May 
and wound up in July. During that 
time, hundreds of contestants sat down 
and wrote 25 words telling why they 
liked G.E. washers and ironers. The 
contestants were those who had seen 
demonstrations of these appliances. 

While the contest was on, five wash- 
ers and two ironers were awarded each 
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ILLIONS of Xmas lights in every city and villag 
M in the country ... each acclaiming the joys o 
the Christmas season, each heralding profit 
opportunities that NOMA can make yours. 
All alert wholesalers stock NOMA CHRISTMAS LIGHT 
. . - for more people buy them than any other mak 
Every home, business place, public institution is a pros 
pect. Show your customers how they can speed thei 
Xmas sales with NOMA XMAS LIGHTING .. . ame 
watch your own earnings soar upwards. Powerfu 
National advertising creates ready preference for NOM 
OUTSIDE NOMA LIGHTS: 7-Light products . . . which lead the field with the widest, mos 
multiple red cap set (No. 3005) 


thoroughly weather proofed for + tes Te . : 
: . ~ 7: specialties. ant, “s splays ; cus . 
aiileay ati, ep eal an tae. INSIDE NOMA LIGHTS: 15-Light specialties. Brilliant, arresting displays draw customer 


decorative (No. 3415) outfit. Each to counters where they are sold. Attractive, colorfu 
lamp burns independently. When packages make them easy to sell ... create lucrativ 
oe lamp burns out, the others re- profit opportunities for everybody along the line . . 
main lighted. . . ° 

starting with you! 


For 1938, NOMA INTRODUCES 
an entirely NEW kind of 
MINIATURE CHRISTMAS TREE 


popular assortments of standard and novelty Xma 


A balanced, rich design and deep beautiful color 
ing revolutionary in the field of Christmas decora 
tions. Miniature colored lamps in exactly th 
right places! 


Send for FREE beautifully illustrated Christmas lighting 
literature. NOMA ELECTRIC CO., 524 Broadway, New York City 


NOMA 















week. Judges were Eloise Davison, di 
rector of the New York Herald Tribun 
Institute; Bess M. Rowe, Field editor of 
M. 


The Farmer's Wife; and John 
Wicht, G.E. home laundry equipment 
manager 
Andrea Appoints 
New Distributors 
The Andrea Radio Corp., has ap- 


pointed L. I. Stern & Co., Hartford, and 


Harger & Blish, Des Moines, as dis- 
tributors. Stern is covering part of 
Connecticut, Rhode Island and New 
Hampshire. Harger & Blish are sell- 


ing in lowa. 


Blakney Celebrates 
75th Anniversary 


John Blakney, secretary and treasurer 
of the Shadbolt & Boyd Co., Milwaukee, 
celebrated his 75th anniversary recently 
by taking his daily 
at the Athletic Club, and walking the 
six miles to his office in time to reach 
his desk o'clock. 


customary swim 


on schedule—7 


Parsons With 
Kelvinator 


Harry Parsons, well known in_ the 
electric range business, has joined Kel- 
Vinator 
heater 
new job he 
Mfg. Co., f 
dent and 


range and 
taking over 
Walker & Pratt 
or seven years as vice-presi 


1 


general 


head of 


Before 


as water 
1 ol 

Sales. tne 

was with 


] 
saies manager. 


Before that he was with Landers, 
Frary & Clark for six years as vice 
president in charge of the electrical 


department. 
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Fort W 


story building with basement 


W. 


1 
modeled 


Columbia 


pe 
tne 


building 


St. 


THE CRUSADE IS ON in Kansas City and Jerry Weston, secretary of the Electrical 
League, proudly displays the leader of the parade. 


Protective Has 
New Building 


front and display rooms. 


floors 


and Hotpoint 


T he 
houses at 
Oakland and 
Majestic radi 
that territory. 





San 


are being 


small 


uséd 


— 


The program is working. 


Protective Electrical Supply C 


The first 


ayne, Ind., has purchased a four- 
at 122-124 
They completely re- 
with a modern 
two 
for the display 
of Hotpoint major appliances and G.E. 
appliances, 
other floors are used for warehousing. 


The 


Incandescent Adds 
Majestic Radio 


Incandescent 
Franci 


Fresno, 


) 


line 


Supply 
sco, Los Angeles, 


has taken 


for 


Co.. 


on 
distribution 


with 


in 


41 
tne 


i 





Kelley-Mason Adds 

Westinghouse Appliances 
lhe Westinghouse Elec. & Mig. Co. 
appointed the Kelley-Mason ia. 
Cincinnati, as distributor of small appli- 
ances in that section. 


ids 


Riechman-Crosby 
Holds Sales Meeting 


Electrical products were featured at 
a two-day sales conference held Octobe1 
14-15 the Reichman-Crosby Co., 
Memphis. Richard Alcott, general man- 
iger; Harold S. Wright, manager of the 
electrical department; L. A. Stevens, 
Westinghouse Lamps; F. H. Bigelow, 
ILG, and E. H. Higginbottom, Bull 
Dog, addressed the salesmen. The meet- 
ing was the first of a series to be held 
throughout the year. 


by 


Dietz Heads 
Boss Company 


William C. Dietz has been elected 
president and treasurer of the Boss 
Washing Machine Co., Cincinnati. Fol- 


lowing reorganization of the plant, Dietz 
plans an intensive sales and advertis- 
ing program. 


Gertler At 
New Address 


The Gertler Electric Supply Corp., 
New York, is now locatel at 1914 
Broadway. The main office was for 


merly at 220 W. 83rd St. 


G. E. Supply, Memphis, 
Holds Cooking School 


l'rom September 28 to October 1, the 


General Electric Supply Corp., Mem 


KING PIN ROW at a recent New York World's Fair luncheon when the General 
Electric building was dedicated. From the left, P. D. Reed, C. W. Appleton, Mrs. 
Ogden Reid, Owen D. Young, Grover A. Whalen, Charles E. Wilson and C. W. 
Kellogg. 


=@ 
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KITCHEN KINGS with all the regalia 
and hearty grins are Lee Collins, left, 
Derby Derbyshire and Matty Matthews. 
They‘re all with Graybar out in San 
Francisco and when they step out sell- 
ing roasters, they know cooking lingo 
and how it's done. 


phis, participated in the Magic Kitchen 
Show and Electric Cooking School at 





the Ellis Auditorium. Mrs. Adelaide 

Fellows gave the lectures each after- 
noon, 

O. Z. Appoints 

F. W. Lemly 

F. W. Lemly of the Federal Engi- 


neering Co., 1004 National Press Build- 
ing, Washington, D. C., is now han- 
d'ing all products made by the O. Z. 
Manufacturing Co., in the Washington 
territory. 


RCA Party 
At Buttalo 


With a birthday cake, candles and all, 


Met farthy sros. & Ford, Buffalo dis- 
tributor for RCA, and a number of 
dealers, helped RCA celebrate its 40th 


anniversary. Taking part in the cele- 
bration at the Hotel Statler were Harry 
McCarthy of McCarthy Bros. & Ford, | 
James W. Cooke RCA district manager | 
ind David J. Finn, assistant advertising 
manager. 


| 


Philcc | 


Using Film 





To help tell the story on farm radios, 


Philco has released a_ talking slide 
film “Let’s Have Some Music” to its 
distributors. Lasting 15 minutes, it 
highlights engineering developments 
and processes and gives details of the 





advertising campaign. 
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FARIES citer LAMPS 


A model to meet any need 


Since 1880, Faries have specialized in lighting 
equipment—today Faries products are acknowl- 
edged to be the quality standard. 


(Ss 


It is our 
policy to give greater value at standard prices; O 


_e 
hag 
~ 
e 


to offer you better merchandise—more efficient 
—more durable than you can obtain else- 


where. The Faries line is complete and 
contains units adaptable to any com- © 
mercial or industrial need. .° 

® 











R 
." 
S NATURAL 
Py LIGHT 

an Model |999 
GUARDSMAN List $11.00 

Mode! 2242 

List $11.00 


Faries Guardsman for executive, and Natural- 
Light for general office use are scientifically de- 
signed to avoid both direct and reflected glare. S 
They flood the lighted areas with a bright yet 

restful light whose texture closely approximates 

that of daylight. Both numbers come in ~~ 
a wide variety of designs including desk 





No. |4l'/2 









portable, clamp-on desk, and floor s List $9.00 
portable models—in a number of + 
different finishes. p 
G 
ny 
~\ 
U 
c —p 
& 
No. 153-A 


List $4.59 


No. 10-002/, 
List $6.00 
Faries industrial lamps and brackets place the 8S 
light where needed to bring out the details of CLV 


operation; thus faster, more accurate work resu'ts. 
Because they are designed and built to stand 
hard usage they "“stay-put" and will not lose 
their adjustment from vibration or chance 

blows. units are daily 


Faries industrial 







reducing costs in hundreds of factorie: + ¥ ne 

and shops. There is a model suit o\ \ 
able to any need .. . for full a 

information please request & 
Section |. Vv * 


No. 2224 
List $10.00 
se) No. 1564 

List $9.00 





ew No. 1934 
List $13.50 


ae. 





FARIES MANUFACTURING CO. 


and S. Robert Schwartz Div. W 


TO a DECATUR, ILLINOIS 
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PRODUCTS 
TO SELL. 





WASHER 





FEATURES . Nine-pound, all-white 
wringer type washer. DETAILS 
Wringer can be placed in eight differ- 
ent positions. Single control bar oper- 
ates wringer. Bottle-neck tub of special 
enameling iron, mounted on rubber. In- 
side of tub smooth. Steel skirt finished 
in white, with black toe-board. Activa- 
tor and permadrive mechanism.  Fric- 
tion-drive, impeller-type pumps. Pow- 
ered by '/, hp. motor, sealed in lubri- 
cant at factory. De Luxe model, 
AW512. MADE BY ... General Elec- 
tric Co., Bridgeport, Conn. 





CONSOLE RADIO 


ee ee 
XS 
‘ 


Z 
Zs 


SATAN 


VL wR 





FEATURES ... 7-tube superheterodyne. 
Illuminated panel with tuning eye. Push 
button tuning. DETAILS ... Gyro-speed 
control for manual tuning. Three wave 


bands—broadcast, foreign and domestic 
short wave. K. C. range: 535-1725; 














1d 
mp I “< nto 


a 
“The — : plug9 


just 


2200-7200; 7000-23000. Phono-radio 
transfer button with connection for 
record player. Walnut veneer finish. 
Dimensions: 35'/4” high; 32” wide; 1234” 
deep. Model 7AG. MADE BY 
Fairbanks, Morse & Co., Indianapolis. 


PHONOGRAPH PICKUP 





FEATURES . . . Incorporates solid wood 
tone arm in walnut finish and rubber 
sealed cartridge. Metal outer shell serves 
as electromagnetic or electrostatic shield 
as well. This construction protects against 
moisture and breakage. DETAILS ... 
Leads bought directly out of cartridge. 
Full lift hinge facilitates needle insertion. 
Lists at $5.90. Model X-78A-3. MADE 
BY ... Webster Electric Co., Racine, 
Vis. 





BROILER-GRIDDLE 





FEATURES ... For frying, broiling, grid- 
dle cooking and toasting. DETAILS... 
Reversible heating element made so can 
be placed below cast aluminum griddle 


THE 





for fast or slow frying or in cover in 
broiling position. Cast aluminum platter 
of Georgian design has flat, true griddle 
surface for frying and griddle cooking. 
Equipped with detachable walnut han- 
dles. Finished in chromium plate. Fur- 
nished with wire bake rack, heat proof 
table pad, cord set and cooking instruc- 
tions. MADE BY ... National Enameling 
and Stamping Co., Milwaukee. 


WASHER 








FEATURES ... Line features the Spiral 
Dasher agitator. This has three vanes, 
each perforated with horizontal and ver- 
tical cleansing ridges. Designed in spiral, 
each vane forms spreader cup at top 
and bottom forcing clothes outward and 
prevents tangling. DETAILS ... Gears 
operating agitator constucted so dis- 
engaged when agitator not operating. 
Wringer mechanism free from excess 
drag. Ten models in line. Finished in 
all white, with satin aluminum trim. Tubs 
porcelain. MADE BY ... Apex Rotarex 
Corp., Cleveland. 
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SIMMER UNIT 


FEATURES ... \n "Low" switch position 
operates at 160 watts. Have unbalanced 
rating and for use on ranges equipped 
with three-heat, series parallel type 
switches or load-balancing switches which 
have connected neutral. DETAILS ... 
Adaptor construction permits unit to fit 
all ranges, regardless of make. MADE BY 
. . « Edwin L. Wiegand Co., Pittsburgh. 





CONSOLE RADIO 





FEATURES .. . 14-tube high fidelity with 
7-band overseas dial and electrical 
Magic Voice. DETAILS ... Electric tun- 
ing, master antenna, automatic frequency 
control, music-speech control, Magic Eye, 
Magic Brain, metal tubes, 12-watt push- 
pull output. Tuning range 540-1720; 
2300-22,000 kes., 49, 31, 25 and 19 meter 
bands each on individual dial strips. 
Provides domestic, foreign short wave, 
police, aviation and amateur reception. 
Finished in selected pieces of walnut. 
Model HF-6. Lists at $200.00. MADE 
BY ... RCA Mfg. Co., Camden, N. J. 


TUBE TESTER 








FEATURES 
counter or portable model. Each in 
metal case finished in gray wrinkle lac- 
quer with light metal trim. DETAILS... 


Eleven push buttons on control panel are 


. Two types available, 
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released or retained automatically as 
required. Guide lines on panel indicate 
proper controls to be operated. All 
types of gas, ballast and battery tubes 
may be tested. Makes all tests accord- 
ing to RMA standards. Power consump- 
tion is 25 watts with one rectifier tube 
being used. Case equipped with rubber 
feet. Weighs 14 lbs. Dimensions: 13!/2” 
long; 8” high and 534” deep. MADE BY 
. . « RCA Mfg. Co., Camden, N. J. 





AUTOMATIC TOASTER 





FEATURES . . . Equipped with patented 
double thermostatic toast-timing control. 
When toast is finished light goes out. 
Toast is then kept hot in toaster-oven. 
DETAILS . . . Finished in chrome plate 
with bakelite handles. Lists at $12.95. 
With walnut tray, cutting block, four 
buffet plates and two 2-compartment 
appetizer dishes, lists at $18.95. MADE 
BY ... The Chicago Flexible Shaft Co., 
Chicago. 


TABLE RADIO 








FEATURES . . . 7-tube with 5 push-button 
tuning, two bands for broadcast and 
foreign reception. DETAILS... 'Radio- 
log" dial lists 99 stations. Dial is edge 
lighted. Manual or push-button tuning 
without any adjustment in going from 
one to other. Tuning range from 535 to 
1725 kc. High frequency foreign band, 
5.5 to 18.3 m.c. is calibrated in mega- 
cycles. Walnut finish cabinet measures 
13!” high, 11” wide and 9!/g” deep. 
MADE BY ... Crosley Corp., Cincinnati. 








GN 


1.» KITCHEN 
VENTILATION 


1§ NOT 
SAEVMIACVE 





This Signal Automatic Wall Box 
Kitchen Vent Fan is easy to install, and 
adjustable to wall thickness . . . re- 
moves cooking odors, steam, smoke, 
and excess heat . . . operates quickly 
and quietly . . . available for A. C. or 
D. C. current; A. C. type is non-radio 
interfering 10” quiet-type fan, 
cast aluminum frame. List price $32.00. 
We will gladly send you complete in- 


formation upon request. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 


Offices in all principal cities 
































































sAPPLiaNce® 


BOOTH FAN 








FEATURES .. . Rubber bladed fan es- 
pecially designed for use in telephone 
booths. DETAILS . . . Movement of air 
keeps person in booth comfortable while 
calling. According to maker, fans run 
quietly and do not interfere with ability 
to hear and be heard. MADE BY... 
Samson-United Corp., Rochester, N. Y. 





GLASS FILTER 














FEATURES .. . All-glass filter rod for 
use with glass coffee makers of the 
vacuum type. Enables coffee makers to 
be used for brewing tea. DETAILS... 
Lists at $0.50. MADE BY ... Glass 
Coffee Brewer Corp., Chicago. 








FEATURES . . Snow White and the 
Seven Dwarfs in full color. DETAILS... 
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Set measures 7!/4” wide, 6'/4” deep and 
75” high. Operates on both A.C. and 
D.C. Has electro dynamic speaker; 
audio overload control and built-in an- 
tenna. Called “Snow White’ model. 
Lists at $14.95. MADE BY ... Emerson 
Radio & Phonograph Corp., New York. 





COFFEE MAKER 





FEATURES .. . Fully automatic, vacuum 
type, 8-cup capacity. DETAILS 
Automatically governs rise of water to 
brew-top, agitates coffee, times return 
to server below, and changes heat to 
keep coffee hot. Called ''Coffeemaster’’. 
Lists at $15.00. With circular tray, 
matched sugar and creamer sets lists at 
$22.50. MADE BY ... Chicago Flexible 
Shaft Co., Chicago. 





IRONER 





ge at 





er 
| Se Se 


FEATURES ... Porcelain table top pro- 


tects mechanism when not in use. DE- 


TAILS . . . Heat controls at both ends 
of shoe provide temperature adjustments 
from 250 to 450 degrees. Seven-inch ro!l 
open at one end. Roll controlled either 
by finger or knee controls. Chrome plated 
shoe exerts 100 lbs. pressure against roll. 
Emergency hand lever for quickly releas- 
ing shoe from roll. Total wattage—1!500. 
Catalogued as No. 85. Lists at $79.95. 
MADE BY ... Landers, Frary & Clark, 
New Britain, Conn. 
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BED LAMP 








FEATURES .. . Consists of Bakelite shade 
and metal back plate. Shade easily re- 
movable for cleaning. DETAILS... Five 
colors available. Clamps felt-lined to 
prevent marring of furniture. Equipped 
with pull chain socket, 6-feet approved 
rubber cord and flat Bakelite cap. 
Lamp measures 832” long, 334” wide 
and 4” high. Lists at $1.45. MADE BY 
..« Eagle Elec. Mfg. Co., Brooklyn, N. Y. 


GRILL 





FEATURES .. . For broiling, baking, fry- 
ing, toasting, boiling. DETAILS 

Two heats. Nichrome element im- 
bedded in removable porcelain refrac- 
tory heating plate. Heavy wire broiling 
grill. Furnished with large tray 12” 
diam. and deep bowl I1I'/2” diam. for 
preparing complete meal. Operates on 
a.c. or d.c., 110-120 volts. Cord set 
furnished. Made of chrome plated, 
heavy gauge metal. Called ‘Master- 
grill." MADE BY .. . Stern-Brown, Inc., 
42-24 Orchard St., Long Island City, 
N. Y. 





HUMIDIFIER 





FEATURES .. . Small, compact and may 
be used wherever there is an outlet. 
DETAILS . . . No fan, motor or moving 
parts. Heats only a few spoonsful of 
water at a time, while reserve supply is 
kept at body temperature. Suggested 
by manufacturer for prevention of re- 
spiratory troubles. MADE BY ... The 
Mayflower-Lewis Corp., St. Paul, Minn. 








ELECTRICAL 
EQUIPMENT 
PROTECTION 


THAT INSURES SAVINGS! 





» Because fuses cost so little compared to the 


electrical equipment they protect—careful consid- 
eration in selecting them is not always exercised. 
... Experienced electrical and production men, 
however, select fuses by name knowing that the 
best protection insures the greatest savings. 


From the very beginning of commercial use of 





electricity, Union Fuses have been made,—and 
step by step they have been improved as indus- 
try became electrified. 


Extreme accuracy—cool operation—simplicity 
and ruggedness are features you get in Jefferson- 
Union Fuses. ... They provide against unneces- 
sary delays and costly motor burn-outs. .. . Specify 
Jefferson-Union Fuses for insured equipment pro- 
tection and savings. 


Carried by electrical wholesalers in every 
part of the country—for prompt delivery. 
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PRODUCTS 
TO SELL... 


SUPPLIES AND EQUIPMENT 


PROJECTOR LAMP 





FEATURES . . . Reflector and cover lens 
integral parts of bulb. Available in two 
types for flood or spot lighting. DE- 
TAILS . . . 150-watt filament of high- 
efficiency type. Screw base fits conven- 
tional socket. Bulb and lens are con- 
structed of special, heat-resisting glass. 
Sealed hermetically, the mirror-type re- 
flector is protected against dust, 
moisture and oxidation. Impervious to 
rain and moisture. Color and prismatic 
supplementary lenses may be added. 
MADE BY ... General Electric Co., 
Nela Park, Cleveland. 





SAFETY SWITCH 





FEATURES ... 100 ampere, door op- 
erated safety switch. Door with large 
grip handle operates switch. Opening 
door places switch in "off" position and 
main fuses are dead and accessible. 
DETAILS . . . Switches with branch cir- 
cuits have an additional door to give 
access to circuit fuses. Interior mechan- 


AN} 


“He's just my do 


out a few times. 


ism shielded by dead front, easily re- 
movable to give access to terminals. 
Finished in hard baked aluminum enamel. 
MADE BY ... The Wadsworth Electric 
Mfg. Co., Inc., Covington, Ky. 





FUSE PULLER 


FEATURES .. . For pulling and replac- 
ing fuses and adjusting switch and cut- 
out clips. DETAILS ... Made of lami- 
nated polished black Bakelite. Metal 
parts cadmium plated. Number 123 has 
screw and cap driver. Center pin or 
pivot designed with screw driver pro- 
jection on head. This model is 7!/2” 
long for fuses 0 to 200 amp., 250 volts 
and 0 to 100 amp., 600 volts with screw 
and cap driver attachment. Number 
125 is 12” long for fuses 0 to 600 amp., 
250 volts, and 61 to 400 amp., 600 volts. 
MADE BY .. . Trico Fuse Mfg. Co., 


Milwaukee. 





HYDRAULIC RAM 


FEATURES .. . This portable hydraulic 
unit is adapted to pipe and conduit 
bending and general maintenance work. 
DETAILS . . . Ten-ton capacity ram is 


r he’s been thrown 


uble—Afte get the order.” 


I go in and 


equipped with threads in three places 
to which tools can be attached for vari- 
ous kinds of work. Ram will operate in any 
position. Bends pipe up to 2” diameter. 
Easily portable. Ram weighs only ten 
pounds. MADE BY ... Blackhawk Mfg. 
Co., Milwaukee. 





FEATURES ...A low speed, high torque 
tool. Can be used with carbon bits, with 
ship augers for deep wood drilling or 
with hole saws for cutting holes up to 
4'/3”. DETAILS . . . Model 101, illus- 
trated, has ¥g” capacity in steel, a no- 
load speed of 300 r.p.m. It is 1814,” 
long, weighs 16'/ Ibs. Lists at $60. 
MADE BY ... Skilsaw, Inc., 3310 Elston 
Ave., Chicago. 





OIL-RESISTING CORD 


> | 


—— > a 


FEATURES ._ . Portable cord is resistani 
to oil and other agents destructive to 
rubber. Jacket is of Glyptal-Neoprene 
and contains no rubber. DETAILS... 
Mold-cured in lead directly over core 
and has waxed finish. Tarred jute fillers 
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When you're looking for com- 
pact, attractively designed and 
thoroughly dependable man- 
ual starters for small motors 
you'll need to go no further 
than these three well-known 
Trumbull Lines. For the small- 
est class of motor driven shop, 
office and home equipment 
select Type “TT” (Thermos- 
tatic Tumbler). For motors up 
to 2 H.P. select “TM 2,” 
in compact rounded corner 
boxes with front tumbler switch 
operation. And for motors up 
to 712 H.P., select “TM 744” 
with either front tumbler switch 


operation or regular side switch 


handle. 


Either one of these fine man- 
ual starters will assure you full, 
accurate and dependable mo- 
tor protection against overload. 
Interchangeable relay heaters 
provide correct ampere ratings 
for every installation. There 
are no parts to be replaced 
when the starter trips . 

no complicated parts needing 
maintenance. All three starters 
will stand heavy starting load 
but will always trip on over- 
load before damage occurs. 
Every provision has been made 
for easy 


installation, wiring 


and changing of heater units. 


You'll find, too, in every detail of the construction of these starters the 
hall mark of Trumbull quality in design and workmanship. A Bakelite 
case encloses the entire Type “TT'’ mechanism, for example. Types 
“TM 2” and “TM 71," feature the same type of duo-break contacts 
as on Trumbull Magnetic Starters, eliminating burning of contacts and 
assuring a positive make and break. Single moulded base of the entire 
starter mechanism is saddie mounted for ease in wiring. All live parts 
are visible and removable from the front, with straight through wiring. 
Available in forms for flush and ‘built-in’ mountings and in cast iron 
boxes (“TM 714" only). Group fusing heaters are also available for 


special applications. 





Ht OU 





RAT) 


_ The TRUMBULL ELECTRIC MFG. CO. 





nual Starters will be fur- 


rated and described in_the 
vber issue of Trumbull! ‘Cheer 
interesting monthly that now 
o 38.000 electrical men Ve 
lad to send you a copy and 
place your name on this list 








are twisted together with stranded cop- 
per conductors to form core. Long-pitch 
cotton binder holds conductors and fill- 
ers in place and aids in keeping cord 
concentric. MADE BY . . General Elec- 
tric Co., Bridgeport, Conn. 





FLUORESCENT LIGHT FIXTURE 


—_— 


FEATURES . . . Utilizes three 24” day- 
light fluorescent tubes. Unit can be 
operated on single phase, 110 volt, 60 
cycle or on three-phase, 220 volt, 60 
cycle. DETAILS . . . Unit measures 
28” x IIA” x 4%4”. Designed for 
multiple hanging where large areas are 
to be lighted. Finish is black enamel. 
Reflector is white porcelain. MADE BY 
. « « Barkon-Frink Tube Lighting Corp.. 
23-10 Bridge Plaza South, Long Island 
City, N. Y. 





SAFETY SWITCH STICK 





FEATURES ... \n place of short hook 
extending at right angles to stick, a six- 
inch tempered steel rod is bent into 
spiral shape for pulling, grasping and 
carrying. With this stick, disconnect 
switches, cutout tubes and fuses may be 
opened, removed and replaced without 
danger of hook's slipping off. DETAILS 
... In operation, hook is twisted 
through disconnect blade, cutout or fuse 
ring and grips with positive control. 
MADE BY ... Schweitzer & Conrad, 
Inc., Chicago. 


TAMPER RESISTING FUSE 


AN - 


? ELA 


7 ay 





FEATURES ... Tamper resisting to meet 
local code requirements specifying tam- 
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per resisting protection for circuits. DE- 
TAILS ... Has Edison screw shell. 
Adapter remains permanently secured in 
standard screw shell cutout base. Can 
be used with or without adapter. With 
adapter resembles regular plug fuse and 
can be used as such. Called "Tamres.” 
MADE BY .. . The Chase-Shawmut Co., 
Newburyport, Mass. 


DOOR PHONE 








FEATURES . . . Enables housewife to 
learn who is at door without opening it. 
Consists of door phone, house phone 
and 50-feet cable. DETAILS . . . Flush 
mounted speaker type door phone has 
heavy cast bronze face plate and de- 
tachable plate for name. Natural 
bronze finish. Catalogued at 671. Flush 
house phone with solid bakelite handset 
supported by bakelite cup mounted on 
brass plate. Concealed buzzer operated 
from button on door phone. Fifty-feet 
of 4-conductor braided cable included. 
Lists at $29.90 complete. Called 
"Safe-T-Fone". MADE BY ... S. H. 
Couch Co., Inc., North Quincy, Mass. 





LIGHTING UNIT 





FEATURES . . Prismatic light director 
controls the reflected and direct light 
rays. DETAILS ... Light controlling ele- 
ment of two parts—a prismatic reflector 
and the bottom bowl-shaped reflector in 
which there is removable plate for re- 
lamping. Standard finish is satin nickel. 
MADE BY ... The Holophane Co., 342 
Madison Ave., New York. 





PIVOT TYPE MOTOR 




















FEATURES ._ . Designed especially for 
short center "V" or flat belt drives. 
Motor automatically keeps belt tension 
in proportion to load and takes care 
of normal belt stretching without manual! 
adjustment. DETAILS . . . Motor con- 
struction is standard and mounted by 
means of pivot, Pivot is mounted in 
bronze bushings and no adjustment is 
required. Motor has slotted feet for 
belt adjustment at time of installation. 
MADE BY ... Burke Electric Co., 12th 
& Berry Sts., Erie, Pa. 





STOCK REFLECTOR 








FEATURES . . . Designed for illuminating 
stock shelves, aisles, bins, etc. Reflects 
light downward and outward and permits 
escape of direct light upward. Eye 
shielding obtained by light cut-off angle 
at each end of reflector. DETAILS... 
Formed of heavy gauge steel, porcelain 
enameled white inside, green outside. 
Four interchangeable styles of OD socket 
fittings are available. Castings cadmium 
plated and threaded for '/” pipe. 
MADE BY . . . Quadrangle Mfg. Co., 
Chicago. 





LAMPHOLDER 





FEATURES . . . Lumiline lampholder end 
cap with switch. DETAILS . . . Provides 
individual control of bracket fixtures 
using Lumiline lamps. Rotary type 
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INSULATED 
WIRE and CABLE 





That's as good a comparison as we can draw 
when it comes to the easy fishing quality of 
Crescent Wire. In fact, it's the Crescent 
"Slick Finish" on the flame-retarding, moisture- 
resisting braid that relieves stress on insulation 
and conductors alike when pulling the wires 
through conduits. A smooth, hard, yet slick 
finish results which prevents adherence to other 
wires or the sides of the conduits. 


Thus its ease of installation reduces labor costs 
and insures long life—which contribute to the 
unanimous opinion of all who sell and install it 
that CRESCENT INSULATED WIRE AND 
CABLE is a profitable line to handle. 


TRENTON,\ NEW JERSEY 


Jobber Co-Operation—A Permanent Policy 
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CRESCENT ENDURITE SUPER-AGING INSULATION «© WEATHER-PROOF WIRE 
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Molded 
"*T bread-on”’ 
Connector 


Tapered spring in- 
sert presses clean 
threads into wires 
—acts as a cur- 
rent-carrying sleeve 
—giving a pres- 
sure contact—bet- 
ter electrically and 





, Conex 
mechanically than "*Thread-on”’ 


solder and tape. Connector 

























“Thread-on” Wire Connectors are not a 5 and 
10c store item but are sold through Wholesalers 
in quantities and at a good profit. 

No wonder leading and progressive Jobbers 
find it profitable to push them. The demand 
runs into the millions and the business 


Repeats, 


REPEATS 
and RE P EATS 





9 


BRYANT ELECTRIC CO. 
BRIDGEPORT, CONN. 
('Bryant’’ Connectors) 


@ 


IDEAL COMMUTATOR DRESSER CO. 


SYCAMORE, ILLINOIS 


("Ideal"’ and “Excel’’ Connectors) 


9 


WEISS & BIHELLER MDSE. CORP. 
584 BROADWAY, NEW YORK CITY. 
(''Simplex"’ and "'Conex'’ Connectors) 


g 


WIREMOLD COMPANY 
HARTFORD, CONN. 
(‘Wiremold"’ Connectors) 


Porcelain 
"*T bread-on"’ 
Connector 





“Thread-ons" are being pro- 
moted by an intensive advertising 
campaign to all Jobber customers 
and prospects in leading magazines, 
by direct mail, by personal efforts, 
and by the sales forces of the pro- 
gressive companies listed at left. 


"Thread-on" Patent No. 1,700,- 
985, upheld by many court deci- 
sions, prevents cut-throat competi- 
tion. 


Fully Approved. Listed by Un- 
derwriters’ Laboratories, Inc. — 
Other Associations, Architects, 
Electrical Inspectors, Contractors, 
etc. 






Sel hare 
of the milli g purchased 


rem 


Become established as a source of supply—NOW, while this intensive campaign 


is in full force! 
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switch. Deep collar. 660 watts, 250 
volts. No. 3893 is black. No. 3893-W 
is white. MADE BY .. . The Bryant 
Electric Co., Bridgeport, Conn. 





LAMP LOCK 


FEATURES . . . Magnetically operated 
adapter for locking standard lamps into 
standard brass shell or bakelite sockets. 
DETAILS . . . No key or tool required 
to lock lamp into adapter. Special 
magnet is held at top of Bakelite shell 
of adapter while lamp is inserted. When 
magnet is removed, lamp can not be 
unscrewed again without replacing mag- 
net. Screws into any socket Called 
“LampLok”. MADE BY .. . Harvey 
Hubbell, Inc., Bridgeport, Conn. 





TROLLEY DUCT 


FEATURES ... To provide one or several 
electrical outlets anywhere along a five 
foot strip. DETAILS . . . Set includes 5’ 
strip of "Trol-e-duct" enclosing two bus 
bar conductors, supporting hangers, a 5’ 
cord with attachment plug, and a mov- 
able trolley collector or semi-fixed plug 
for insertion in the duct into which lights, 
tools, or appliances can be wired or 
plugged. Price, with one terminal type 
trolley—$3.75. MADE BY ... Bull Dog 
Electric Products Co., Detroit, Mich. 


HEAVY DUTY RELAY 








FEATURES ... For heavy duty service 
on a.c. and d.c, circuits. DETAILS... 
Large gap, silver-to-silver, self-aligning 
contacts. "Y" type contact arm, using 
large coil spring for pressure, provides 


simplicity and sturdiness in design. If 


required, blow-outs can be furnished. | 

Available with normally open or normally | I a Pooh 
closed contacts. Double pole with com- 

mon feed and single pole contact combi- 

nations can be furnished. Listed for 6, | ad DP 2 

12, 24, 32, 115, 230 volts. MADE BY | 

. . . Ward Leonard Electric Co., Mount 


tee Boise, 


RECESSED LIGHTING ANGLE 





? 


fs 


ECAUSE the profit angle 
RENEWABLE FUSES 
With the famous powder 


—packed element ee EE RRR ree in Knob & Tube wiring 
KANTARK “ONE-TIME” FUSES aa RR 
With genuine fibre tubes (not paper) —e 
Cor us = trical contractors and it can 
TRICOMATIC PL FUSES 

With ee Goad eochs element FEATURES . . . Number of types avail- make more money for YOU 


K 
PLO Cees able, both round and square. Feature 


TEST CLAMPS of each is an X-Ray silver mirror reflector 
For heavy duty testing mounted above a framed ceiling open- 


Rae Mes ing. DETAILS . . . Some units housed BECAUSE— it has developed 


in metal case. Other types are hinged P : 
AUTOMATE 2am rim recessed; flange recessed and plain | an increasing demand for 


makes more money for elec- 





eer 





Send for your new recessed. MADE BY .. . Curtis Light- 


Folder CPF-300 TODAY! ing, Inc., Chicago. 


‘ee TRICO FUSE MFG. CO., MILWAUKEE, wis. And just as the contractor 
° in Canada—I RVING SMITH LIMITED—Mentrest 


all-porcelain wiring material. 


wants to install what is best 


= 2) 
TRICQ Ane FUSES frei ernaaee for his customer, so you will 


STOP WASTED KILOWATTS AND WASTEFUL 





SHUTDOWNS 


‘owt—_=™727»~ want to be sure that the ma- 
@ FEDERAL High Power ee eae terial you supply for his job 


Weatherproof and Water- is the very best obtainable. 
tight Vibratory Horn for | FEATURES . . . Two new models of high | 


These special horns are | speed portable grinders with wheel ca- There's no better way of 


110 vol Msiernating” ot | — of 2” and ah". ee o's guaranteeing high quality in 
irect current only. Fast | ese are precision tools and have no- eee 

non-corrosive materials load speed of 19,000 r.p.m.; an overall! porcelain insulators than by 
Have twice the sound | th f 131/ ” d igh 3! d te 

rie | eS On ae ee le standardizing on the PORCE- 
alog page 104. 4'/. lbs. respectively. MADE BY ... The 


. . Co., Towson LAIN PRODUCTS ome 
@ New FEDERAL No. 30 Horn | "ck * Decker Mfa. Co. Towson, Md. name 








with Directional Projector a company offering the larg- 
For large plants and - o ° 
yards everywhere. | ELECTRIC MARKER est productive capacity in 


different directions. | 


Volt 6 to 250° A.C. (kee Moe oF Ee the world. For full details, 





oe > ape 40 for 

> Built to last a : ; 

lifetime. Ask for ‘ ‘2 “ ; ) Jae Sie S: address 
Bulletin No. 57. : i j Fes: “ee 


Federal Electric Co. | 
8758 South State St. 


a Oe PORCELAIN 
| PRODUCTS, INC. 


FINDLAY., OHIO 
PARKERSBURG, W. VA. 











FEATURES ... Marks tools and other 


INSULATED products permanently. Will mark most 


any type material such as steel, bronze, 
STAPLES marble, tile, porcelain, plastics, wood, 
hard rubber, etc. DETAILS ... Standard 
unit is for 110 volt, a.c., 60 cycle current. 
Comes complete with hardened steel 
point, 6-feet cord, plug and off-on 
switch. For engraving extra hard mate- 

rials, diamond point is available. MADE | The name PORCELAIN PRODUCTS 

a COMPANY, INC. BY . . . Ideal Commutator Dresser Co., stands for the BEST TYPE and the 

elads Quincy, Mass. 1047 Park Ave., Sycamore, Ill. BEST MAKE of wiring insulation. 
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NEWS 


NAMES 
ann FACES 


Pacific NEWA 
At Montecito 


Legislation, both in existence and con- 
templated, concerned the Pacific Divi- 
sion, National Electrical Wholesalers 
Association at its fall meeting held at 
the Santa Barbara Biltmore at Monte- 
cito, Cal., October 13, 14 and 15. 

Henry I. England, of Gilson Electric 
Supply Co., Oakland, chairman of the 
Pacific Division, introduced Franklin B. 
Cole, Los Angeles Chamber of Com- 
merce, at the Friday morning session, 
who talked on the new Federal wage 
and hour law recently enacted. 

O. R. Doerr of the Pacific Gas and 
Electric Co. presented E. F. Champion 
of the Golden Gate International Expo- 
sition and J. P. Price of the General 
Electric Co. who discussed various 
phases of the Exposition which is open- 
ing next year. 

At Saturday morning’s session, Harry 
Harper of Graybar, introduced Byron 
Hanna, attorney. In presenting Mr. 
Hanna, Harper stressed the responsi- 
bility of all citizens in halting radical 
movements aimed at undermining Amer- 
ican institutions. Mr. Hanna discussed 
in detail four of the 25 proposals upon 
which California voters acted this 
month. 

At that session, Secretary Albert H. 
Elliot read a sworn statement outlin- 
ing the history of the “Thirty Dollars 
Every Thursday” plan and its purposes. 


Congratulations 
To Jerry Weston 


When Jerry Weston, secretary-man- 
ager of Kansas City’s Electric Associa- 
tion, went to his office on October 1, he 
was starting his sixteenth year on the 
job. Back in ’23 the organization was 
launched as a business-building and de- 
velopment program with headquarters in 
the drafting department of the K. C. 
Power & Light Co. 

Soon Weston had 160 members in- 
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cluding 37 underwriters on the roster. 
Today there are 380 members, including 
150 underwriters, in the association. 
One of the most active leagues in the 
country, it is one of 20 receiving an- 
nually a certificate of approval from 
NEMA. 


Buffalo League 
Holds Meeting 


The Electrical League of the Niagara 
Frontier held a “Bysiness Builders Ban- 
quet” at the Buffalo Trap and Field 
Club October 7. Chairman of the En- 
tertainment Committee W. S. Schmidt 
put on a good show. After a shore 
dinner and music by Art Leard and his 
Jitterbugs, Bruce Fleming of NEMA 
talked on merchandising appliances; 
Arthur E. Schanuel of the National 
Adequate Wiring Bureau discussed con- 
tractors and wiring and Ward Harrison 
talked on lighting. 


Decline In 
G.E. Sales, Profits 


Sales billed by the General Electric 
Co. during the first nine months 
amounted to $192,501,173, compared 
with $260,773,533 during the corre- 
sponding period of 1937, a decrease of 
26 per cent. 

Profit available for dividends for the 
first nine months this year amounted to 
$17,548,256, comparel with $39,663,931 
during the same period last year, a de- 
crease of 56 per cent. 


Much Activity 
At Brown-Johnston 


Things are happening at the Brown- 


Johnston Wholesale Co., Spokane, 
Wash. Clarence Tubbs, F. M. Gokee 
and Floyd Guenther have been added to 
the sales force. Tubbs came from the 
F. B. Connelly Co., for whom he man- 


IT’S UNUSUAL to catch Howard M. 
Sutherland of the Electric Supply & 
Equipment Co., Greensboro, N. C., at 
his desk. He is president of the firm, 
but most of the time he’s out selling. 


A MUSTACHE, and H. O. Ediff would 
be a fit competitor for New York's glad 
handing Grover Whalen, including the 
posie in the lapel. Also he does some 
glad handing of his own, out in the 
territory for Graybar, Springfield, Mass. 


“MAKE IT PRACTICAL”, advises M. J. 
McNamee of the Chicago Electrical 
Supply Co. And he’s referring to a 
sales talk on lamps. He believes that 
1LE.S. has revolutionized the lighting 
game, putting the old lamps back with 
the doo-doo birds. 
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What is the Fustat? 


This remarkable device 
is a fuse to which a ther- 
mal cutout is added. 


It gives all the protec- 
tion of a fuse of the same 
size against short-circuits 
— even high resistance 
shorts such as occur in 
flexible cords. 


It protects against per- 
manent overloads, even 
when as light as 25%. 


Yet it will not blow on 
motor starting currents 
such as are caused by 
washing machines and 
other appliances. 


It has a non-tamper- 
able base that protects the 
user against anyone rob- 
bing the circuit of protec- 
tion through haphazard 
practices. 


It fits in any Edison 
base fuseholder through 
the use of an inexpensive 
adapter that locks in place 


Adapter 
retails at 
7c 








e 
FUSTAT 
helps bring 


7 Aneouate Wirinc 


Adequate wiring means — 
more circuits installed 


The Fustat prevents permanentover- 
loading of the circuit. When additional 
circuits are needed the user cannot 
readily side-step the issue — at the 
sacrifice of safety. 


It is practically impossible to replace 
a Fustat with any kind of a substitute 
— nor can it be replaced with a size 
too large to protect. 


Adequate wiring means — 
more outlets per circuit 


The Fustat permits adding a maxi- 
mum number of outlets to the circuit. 
The circuit cannot be overloaded re- 
gardless of the number of outlets. 
Hence adding extra outlets is a per- 
fectly safe practice. 


Adequate wiring means — 
more satisfactory operation 
of appliances 


The Fustat prevents low voltage con- 
ditions that so frequently cause dis- 
satisfaction with appliances — because 
the Fustat keeps users from loading 
circuit beyond the proper capacity of 
the copper. 
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more quickly 


Adequate wiring means — 
more appliances in use 

The Fustat permits adding more ap- 
pliances to a circuit. It doesn’t blow 
on motor starting currents or other 
harmless overloads. The circuit can 
be loaded to approved capacity without 
needless blows — and without sacri- 
fice of safety. 


Adequate wiring means — 
more consumer good will 

The Fustat builds good will by elim- 
inating many annoying service calls 
— it doesn’t blow needlessly. 

The Fustat prevents loss of good 
will that often results from fright or 
expense caused by flexible cord shorts 
burning out. The quick action of the 
Fustat on such dangerous “‘household 
shorts” prevents spraying of molten 
metal, starting of fires, burning of users. 
Thé Fustat assures safe protection that 
remains safe. 

The Fustat stops scare headlines and 
stories that blame fires on so called 
“defective wiring’. The Fustat opens 
quickly even on high resistance shorts. 
Every Fustat installed means that 
much less chance of scare headlines 
making users think electricity is dan- 
gerous. 


just good business to sell, install and use Fustats 


etails at 


iis 


in 15 to 30 amp. sizes 


a 











“HERE’S OUR STORY and we're stick- 


ing to it.” Well, the boys have the 
cold dove on the line, so we'll have 
to believe ‘em. Star Catcher 1, at the 
left, is E. Von Driska, manager of 
Rock River Electric Supply, Rockford, 
Ill. Star Catcher 2 is Reggie Renaud 
who works out of Chicago for Harvey 
Hubbell, Inc. In front is the third star, 
Ben McClay, the chef. They grow 
that big and plentiful up in northern 
Wisconsin. 


aged the Spokane branch. Gokee form- 
erly sold for a Norge distributor and 
Guenther was with Westinghouse. 

During. a recent contest among 18 
G.E. lamp distributors of the Northwest, 
Brown-Johnstone salesmen went 492 per 
cent over quota, copping the prize. The 
firm’s president, Eric A. Johnston, was 
toastmaster at the annual Northwest 
meeting of the International Electrical 
Inspectors Association held in Spokane 
during October. 


Southern Adds 
Men, Space 


Clark Means is now on the sales 
staff of the Southern Electric Supply 
Co., Houston, covering the industrials 
of the eastern Texas territory. Ed 
Kessler, who has been on the cost desk, 
has been promoted to city sales. To give 
the folks in the office more room, the 
company has acquired additional space 
in their present building. 


Larger House For 
G.E. Supply, Baltimore 


A three-story and basement ware- 
house, adjoining the G.E. Supply 
branch at Baltimore, has been added to 
house the service department. Hereto- 
fore this work has been carried on at 
400 Light St. 


Westerners Selling 
Light Conditioning 


The light conditioning program 
launch. 1 by the Rocky Mountain elec- 
trical industry at the Yellowstone Park 
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convention is going strong, with about 
100 communities cooperating, besides 
wholesalers, dealers, leagues and utili- 
ties. Even the gas industry is telling 
the story of 1.E.S. lighting. 

Besides tying-in with national adver- 
tising, the Rocky Mountain Electrical 
League and local groups are spending 
$50,000 on radio, newspapers, direct 
mail and other mediums to sell better 
lighting. The campaign winds up at 
Christmas. 


Motter's 
100th Anniversary 


This year, George F. Motter’s Sons. 
York, Pa., are celebrating their hun- 
dredth anniversary. The company, 
which now distributes electrical, and in- 
dustrial supplies; repairs motors, and 
builds printing presses and other special 
machines, started back in 1838 as sort 
of a machine shop and steam works. 

Commemorating the event, the com- 
pany issued an attractive 16-page book- 
let outlining the history of the company 
and its functions up to the present. 


Shepherd Adds 
Three Lines 


The sales force of the Shepherd Elec- 


tric Co., Baltimore, is out these days 
pushing three new lines—Bull Dog 
Trolley Duct, Westclocks and RCA 
radios. 


Sound, Light 
Join Hands 


To help tell the story of Better Light- 
Better Sight to school children, the 
National Better Light-Better Sight Bu- 
reau has issued a 15-minute sound-film. 
Ed Thorgenson is narrator of the film 
which is available for $10.00. 


Larger Plant 
For Paragon Electric 


Paragon Electric Co., manufacturers 
of time switches and controls, have built 
an addition to the factory at Manitowoc, 
Wis., increasing floor space by 50 per 
cent. The added room will be used by 
the assembly and testing departments. 
General offices are at 37 W. Van Buren 
St., Chicago. 


Universal Adds Man, 
Holds Sales Meeting 


George Feldkamp is now covering the 
eastern territory for the Universal Elec- 
tric Co., Peoria, Ill. G. O. Shattuck 
who used to call on the trade in that 
section is now selling in Peoria, calling 
on contractors and dealers. 

The company recently held its first 
Fall sales meeting at the Creve Coeur 
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Club. N. S. Allee of National Carbon, 
R. E. Weldon and J. A. Buckley of 
General Electric discussed their prod- 
ucts. 


Mid-State Opens 
Peoria Branch 


Mid-State Electric Supply Co. with 
headquarters at Decatur, IIl., has opened 
a branch house at 723-25 S. Washington 
St., Peoria, Ill. One of the novel fea- 
tures enables customers to drive directly 
into the warehouse where seven trucks 
may be serviced at once. This reduces 
parking difficulties and makes for fast 
service. 

J. T. Doughty, Joe Wissing, Don 
Orth and Herb Hale are covering that 
territory from the Peoria house. 


]. A. Cranston 
Honored At Luncheon 


James A. Cranston, retired commer- 
cial vice-president of the General Elec- 
tric Co., was presented with an honor- 
ary life membership in the San Fran- 
cisco Electrical Development League at 
a recent luncheon held at the Palace 
Hotel. This tribute was paid to only 
three other persons during the past 50 
years. 

O. B. Coldwell, vice-president and 
general manager of Portland General 
Electric, and principal speaker, outlined 
Mr. Cranston’s career for the 218 guests. 
P. M. Downing, vice-president of Pa- 
cific Gas & Elec. Co., read a message 
from Owen D. Young, chairman of 
General Electric’s board. Mr. Cranston 








GENERAL MANAGER of the Hygrade 


Lamp Div. ot the Hygrade Sylvania 
Corp. F. J. Healy before his promo- 
tion recently was factory manager. 
In his new position he has full re- 
sponsibility for all departments and 
activities of the lamp division. It was 
back 21 years ago that Healy joined 
the company. He started as a floor 
boy. the lowliest job in the place. 
And from there he started climbing. 





.-find Mercury Lighting a profitable production “tool” 


Seeing is made easier . ... more produc- 
tive...where mercury light is used. You 
can sell higher levels of illumination at 
a lower cost per foot candle with these 
modern, efficient light sources. They 
make the mere physical act of “seeing” 
easier. Eye strain is reduced and more 
uniform high quality production as- 
sured. » » » All branches of the metal 
working industry are buying light as a 
production ‘“‘tool.”’ This sound ap- 


proach to lighting is paying dividends 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. 
891 Adams Street, Hoboken, N. J. 
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in better efficiency from men and ma- 
chines. » » » Blended with incandes- 
cent light these General Electric Type 
H Mercury Lamps produce illumina- 
tion which simulates and blends well 
with daylight. » » » Take advantage 
of the added profits that better light 
with ‘“‘Mercurys”’ assure in every 
branch of industry. For complete in- 
formation write to General Electric 
Vapor Lamp Company at either ad- 


dress given below. 


Incandescent Lamp Department 
Dept. 165, Nela Park, Cleveland, Ohio 





it 4 
mini oe I. 





























The 400-Watt 
TypeH Mercury 
Lamp has a higher 
light output per 
watt than any other 
light source prac- 
tical in industry. 
Its rated operating 
life is 2,000 hours. 


The General 
Electric auto- 
transformer has 
been designed 
specifically for 
use with the 
General Electric 
Mercury Lamp. 
Order this aux- 
iliary equipment 
from the General 
Electric Vapor 
Lamp Company. 



















NEW HOME of the Brower Electric Supply Co., Greensboro, N. C. The fireproof 
brick building, consisting of one floor and a basement, has a total of 16,000 


square feet of floor space. 


loading or unloading. Conduit racks are handily located along the wall. 


The wide door enables trucks to drive in for direct 


The 


three offices and display room are lighted with indirect and semi-indirect units 


and all bins are illuminated by stock lighting units. 


312-314 N. Eugene St. 


started in the industry in 1889 at $45 
a month with the old Thomson Houston 
Co. 

Among the honor guests were James 
H. McGraw, founder of the McGraw- 
Hill Publishing Co.; James B. Black, 
president of the Pacific Gas & Elec. Co. ; 
James Henderson, president of the Hilo 
Elec. Co., Hawaii; R. W. Turnbull, 
vice-president, Edison G. E. Appliance 
Co., and R. E. Fisher, vice-president, 
Pacific Gas & Elec. Co. 


Noland Adds 
Electrical Department 


The Noland Co., with headquarters 
at Newport News, Va., heretofore dis- 
tributors of plumbing and heating sup- 
plies only, has now added an electrical 
wholesaling department. 

C. P. Andrew, formerly with West- 
inghouse Electric Supply at Charlotte, 
N. C., heads up the department. No- 
land has five branches in Virginia, three 
itt North Carolina, two in South Caro- 
line, two in Georgia, one each in Ten- 
nessee, Washington, D. C., and Mary- 
land. 


General Electric's 
Sixtieth Birthday 


General Electric’s 60th year was cele- 
brated October 17 in Schenectady when 
the Chamber of Commerce presented the 
company with a bronze plaque, com- 
memorating the steps leading to the 
formation of the company and its loca- 
tion in that city. 

Laurence G. Magner, president of the 
Chamber of Commerce made the presen- 
tation. And Gerard Swope, president, 
accepted for General Electric. That 
evening, Charles E. Wilson, executive 
vice-president, presented engrossed cer- 
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The building is located at 


tificates, and diamond-studded pins to 
three G.E. veterans who have been with 
the company 50 years or more. They 
were Charles J. Leephart, Schenectady, 
55 years; Roderick S. McNeil, Bridge- 
port, 51 years, and George S. Jameson, 
Lynn, 50 years. 


George Thomas, Jr. 
Receives McGraw Award 


George C. Thomas, Jr., vice-president 
and treasurer of The Thomas & Betts 
Co., received the James H. McGraw 
Award Manufacturers Medal on Octo- 
ber 27 during the meeting of the 
National Electrical Manufacturers Asso- 
ciation at Chicago. H, B. Crouse, presi- 
dent of the Crouse-Hinds Co., and a 
member of the Committee of Awards, 
made the presentation. 

Mr. Thomas received the award be- 
cause of his effective efforts in coordi- 
nating the various branches of the elec- 
trical industry to work for a common 
purpose. This action crystallized in the 
establishment of the National Adequate 
Wiring Bureau. 

The members of the Committee 
awarding the medal to Mr. Thomas are 
C. E. Swartzbaugh, president, Swartz- 
baugh Mfg. Co.; C. L. Peirce, Jr., 
president, Hubbard & Co.; H. B. Crouse, 
president, Crouse-Hinds Co.; Frank 
Thornton, Jr., Westinghouse Elec. & 
Mfg. Co. 


MEN ON 
THE MOVE 


Clayton S. Coggeshall has been made 


manager of General Electric’s turbine 
division, central station department. He 
succeeds the late Robert B. Beale. He 
has been with the company since 10915. 


Mrs. Julia Wolcott Kiene heads up 
the Home Economics Staff for West- 
inghouse and has her office at Mans- 
field. She was formerly Home Editor 
of Capper’s Farmer. 


* 


Albert sales 
Ce., 
store 


Schauman is on the 
force of the Shepherd Electric 
Baltimore. Albert Gier is now 
manager as well as buyer. 


* 


C. W. Sheppard has been upped to 
counter salesman by G E. Supply at 


Savannah, Ga. Phillip Yonge is a new 
shipping clerk there. 


* 


Ernest Hail is covering Texas for the 
Wheeler Reflector Co. He has been 
calling on the Texas electrical trade 
for some 22 years. Hail headquarters 
at Houston. 


* 


O. Williams is now out selling for the 
Ace Electric Supply Co., Washington, 
D. C. Previously he had with 
Wesco. 


been 


* 


Harold C. Smith is selling contractors 
and industrials for the Frank C. Teal 
Co., Detroit. He formerly worked out 
of Detroit for Economy Fuse. 


* 


Frank Boehm, Jr., is in the Texas 
territory for the Chicago Flexible Shaft 
Co. 

* 


E. M. Vester, R. L. Green and W. R. 
Johnson are new names at Wesco, 
York, Pa. Vester specializes on mer- 
chandise lines in the city and vicinity. 





FOR 35 YEARS Charlie Huyck has 
been going to town for Graybar. In 
fact August 5th was the day of the 
celebration. And he is still going 
plenty strong out there in San Fran- 
cisco. He's a true son, so attributes it 
to that California climate. 
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[RAVELING «= | 
— 1 TEARING 


RAIGH 
wel TENSILE STRENGTH 
HIGHLY INSULATING 


STRONG ADHESION 


Sticking to its job of providing 
permanent insulation wherever 
applied, SECURITY is the quality 
tape that lives up to its name. 
Not merely tacky, its adhesive 
compound is of the strong, rub- 
bery type that sticks and holds. 
That's why “live wires” depend 
on Security ... the quality tape. 


OEGURITY 


United States Rubber rar SECURITY BEYOND PRICE 
AND res ’ 























U. S. Rubber Products, Inc., New York, N. Y. 


ALSO U. S. ELECTRICAL WIRES AND CABLES, LINEMEN'S BLANKETS, SWITCHBOARD MATTING 
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lala N E W ond 
IMPROVED 


see the 


PENN-UNION Catalog. 


You will find connectors that 
give you new Convenience and 
Economy. 


For instonsg: 


A really 

“universal” lug, , 

each size taking a wide range 
of wire and cable sizes—the 
PENN-UNION E-Z Terminal. 
Quick and permanent connection 


Hinged E-Z 
Tee — you 
carry 1 size 
instead of 15, 
as branch or 
tap takes a 
wide range of 
wire and cable. 
One piece de- 
sign. Self-lock- 
ing nuts. 


The orig- 
inal “solder- 
less” connec- 
tor that is de- 
pendable both 
electrically 
and mechani- 
cally — an- 
other PENN- 
UNION de- 
velopment. 


More than 6,200 Items— 


for all combi- 
nations of 
tube, bar, ca- 
ble, and wire. 
All sizes. 
Every item 
thoroughly tested...Dependable. 


Preferred by 
leading utilities 


end “indus- 
triels", and 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line 


PENN: 
UNION 


Conductor Fittings 


Fittingss 








He was with Trilling & Montague, 
Philadelphia. Green handles all lines 
out in the territory. He formerly was 
a retailer. Johnson is assistant to the 
manager. He was moved from Wesco’s 
Norfolk house. 


* 


W. J. Taylor has been upped to 
manager of the Winnipeg district for 
Canadian General Electric. He _ had 
been merchandise manager there. 


OBITUARIES 


James P. Alexander 


James P. Alexander, Westinghouse 
New Engtand district manager for the 
past ten years, died at his home in 
Wellesley, Mass., on Oct. 8 at the age 
of 52. He was a native of Chambers- 
burg, Pa., a- graduate in electrical engi- 
neering of Lafayette College in 1907, 
and spent his entire business life in 
Westinghouse service. 

For some time he specialized in rail- 
way activities, and after being in charge 
ot the New Haven office was transferred 
to Boston in 1927 as chief executive of 
that branch. 


Ralph C. Bennington 


Ralph C. Bennington, 50, Atlanta Air- 
Conditioning sales manager of the 
Frigidaire Division of the General 
Motors Corporation, died at his Georgia 
home the latter part of September. 

A native of Fort Wayne, Ind., Mr. 
3ennington had lived in Atlanta for 
four years. He was a world war vete- 
ran, having served overseas with the 
Eighty-Fourth Division. 

He is survived by his wife; one 
daughter, Jo Ann; three sons; John, 
Clark and Ralph Bennington, Jr.; his 
father, O. E. Bennington, Findley, 
Ohio; two sisters and two brothers. 


Harry W. Finnell 


Harry W. Finnell, vice-president in 
charge of sales of the Phelps Dodge 
Copper Products Corp., died October 1, 
at the Lenox Hi!l Hospital, New York. 
He had been with. the company since 
September 1, 1928. 

Mr. Finnell was born in 1881 at Mor- 
gantown, W. Va. He attended gram- 
mar and high schools there, then en- 
tered the University of West Virginia, 
from which he graduated. 

He is survived by his wife, Alice, and 
two sons, Harry W., Jr. and Haines. 


Frank Honn 


Frank Honn, district manager of Pass 
& Seymour, Inc., in their Ohio-Pitts- 
burgh teritory, died suddently Septem- 


ber 23rd, in Akron, Ohio. Mr. Hom 
had been with the company for 12 years 
His headquarters were at Cleveland, 
Ohio. 


Carl A. Isakson 


Carl Arthur Isakson, manager of the 
Lincoln, Nebraska, office of the West- 
inghouse Electric Supply Co. died sud- 
denly at Lincoln on August 28th. He 
was 48 years old. 

Mr. Isakson was born in Omaha, Ne- 
braska, and was a member of Omaha 
lodge No. 288, A. F. and A. M., and of 
Liberty chapter, O.E.S. He had been 
in the employ of the Westinghouse Elec. 
Supply Co., and the McGraw Elec. Co. 
for the past 20 years. 

He is survived by his widow and two 
sisters. 


Martin L. Zahn 


Martin L. Zahn, representative of The 
Allen Electric Co., in the territory east 
of Cleveland, died July 19th from a 
heart attack. He was 55 years old. 

He had been with the Allen Electric 
Co. since its incorporation 12 years ago, 
and prior to that time was associated 
with H. W. Allen, president of the com- 
pany when he was connected with the 
Republic Electric Co., having come to 
them from the Cleveland Electric Sup- 
ply Co. Mr. Zahn had some 35 years 
experience in the electrical field at the 
time of his death. 


MEETINGS AHEAD 


Boca Raton, Fla.— Association of 
Edison Illuminating Companies, private 
meeting, January 16-20. 


Chicago—Annual meeting of Electri- 
cal Credit Association, Central Divi- 
sion, at Bismarck Hotel, November 18. 


New York — National Industria! 
Council at Waldorf-Astoria, December 
5-6. 


New York—National Association of 
Manufacturers and Congress of Ameri- 
can Industry at Waldorf-Astoria, De- 
cember 7-9. 

* 


New York—International Heating and 
Ventilating Exposition, January 24-28, 
1939. 


New York—National Electrical Man- 
ufacturers Association, mid-winter con- 
ference, at Waldorf-Astoria, February 
5-10. 


Rochester, N. Y.—Institute of Radio 
Engineers, meeting and exhibit, No- 
vember 4 to 16. 
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Private Interior 
Telephone Systems 






OOTHSAYERS or no soothsayers, there is money to be 
made from intercommunicating telephone systems 


































‘Intercoms’ for short — and you can be making it! 
Just for a start, take your present accounts. Practically 


every one is a prospect for private interior telephone systems 


, : and they naturally look to you as the logical supplier of 
this equipment. Sell them and others too — we'll help you! 
: Fi Automatic Electric, for over 40 years manufacturer of 
’ A gaze into my crystal ball : : ne 
Shows need for ‘Intercoms’ by all both public and private telephone equipment, makes a type 
In office, shop and household, too, 


All these mean greater wealth for you.” to suit every requirement. Four styles appear below. 

Our field representative will gladly supply you with 
literature, prices and discounts, and work with you on specific 
jobs. Call on him. 


SERV-U-FONES 
Inexpensive common-talking sys- 
tems in capacities of two to ten 
stations. Conveniently packaged, 
attractively priced, simple to in- 
stall. Dry cell operated. 


AUTO-COMS 


Deluxe dial type intercom sys- 












“In stars above I do preceive tems, providing selective talking 
of That you are fated to receive and selective signaling service 
e Great profits if you'll really sell for a maximum of ten stations, 

These ‘Intercoms’ for fare thee well.” permitting as many as _ five 
simultaneous conversations. Re- 
quire no automatic switchboard. 

i- INTERCOMS 
oe Common-talking, selective-ringing 
8. systems in capacities of two to 
eleven stations. Beautifully de- 
signed, and durably constructed 
for long faithful service. Operate 
al f dry cells battery 
rom ry cells or yattery 
er eliminators. 
P-A-X 
Private Automatic Exchange sys- 
: tems in capacities of ten lines 
of , 
¥ to a thousand—or more. Use 
- standard automatic telephones 
il “Now, I'll predict your destiny and provide for special com- 

As seen by numerology munication services such as 

If ‘Intercoms’ you will provide Code Call, Conference, Executive 
ae Your profits will be multiplied.” Priority, etc. 

8, 
VAIN 
n- 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, IIlinois 


Sales and Service Offices in Principal Cities Ad In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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Rural Market 
Expanding 


Since the first rural distribution line 
built to serve dirt farmers in Hood 
River Valley, Oregon, in 1906, the 
growth of rural electrification in this 
section has been most rapid. A cur- 
rent survey shows that over 9500 
farmers in Idaho, Oregon and Wash- 
ington are using central station serv- 

These represent 52.2 per cent of 
the total number of farms in the three 
states, compared to a percentage oi 
19.3. served throughout the United 
States. It is of interest that 95 per 
cent of these rural customers are 
served by private utilities. 

The remarkable expansion of the 
appliance and apparatus market indi- 
cated by this growth is emphasized by 
the fact that the increase in the num- 


ice, 


ber of customers during 1937 is as 

great as the increase during the pre- 

ceding six years.—Electrical West. 
Dealers’ 
Idea File 


One dealer has a series of 12 folders 
in a special file. Each one is labeled 
for a different month of the year. Every 
time he sees an idea in a trade magazine 
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yr in a manufacturer’s bulletin he clips 


it and puts it in the file. He also files 


I 


such 
late 


experiences 
items too 


as, 
last 


his 
these 


10otes on 
‘featured 


year—better start working them two 


weeks earlier.” On the first of each 


month he takes the proper folder home 
with him and outlines a systematic cam- 
paign.—Hardware Age. 


our whole organization. 


The Salesman 
Is King 


One corporation executive recently 
told a large gathering of his salesmen: 
“You are the most important men in 
We executives 
‘ould go off duty for a while and our 
plants would still go on running. But 
if our salesmen quit, every plant would 
shut down for lack of orders. You are 


the real fillers of the pay envelopes. 


You are entitled to carry your heads 


high, to rate yourselves—when you do 
your darndest—as the greatest of patri- 


( 





“When you think you can leave your public, Hargenson, show this lady a radio.” 


its. ’"—- Forbes. 


74. Pf aWERSFOr1 -» 


SNODC 














Appliances Snap 
Out Of It 


Wikd joy replaces deepest gloom as 
the appliance people study the sales 
figures on the four major load building 
appliances these days. For the first 
seven months of this year refrigerators, 
ranges, water heaters, and washing ma- 
chines registered sales declines of 36.7 
to 50 per cent compared to 1937 figures. 
Now it’s different. 

Refrigerator inventories at an all time 
high last January, were worked down, 
by August, to the lowest point in five 
years. Seasonal retail buying started 
three months ahead of time. Monthly 
sales now are nearing last year’s fig- 
ures, and prices are stable. 

Washer figures tell a similar story. 
Factories are all at once unable to sup- 
ply the demand. Some plants are run- 
ning double shifts. Wage cuts are 
being restored. 

The range industry is hopeful, with 


good reason. Modern Kitchen Bureau 
campaigning is keeping range sales 
comfortably above the low levels 


touched by other appliances early in the 
year. Now utilities are buying again, 
and range industry figures are show- 
ing real improvement. 

Electric water heaters, the babies of 
the appliance family, showed sales de- 
creases of 41.8 per cent for the first 
seven months, but were only 6.8 per cent 
off in August when compared to last 
year.—Business Week. 


Light 
Your Own 


A darkened window illuminated by a 
clever lighting device was recently used 
by a Colorado dealer to attract attention 
to a special display of appliances. A 
sign above the darkened window read: 
“You can see this window by pressing 
the button.” Lots of people pressed the 
button which flooded the display with 
light—Hardware Age. 
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GENERAL ELECTRIC ANNOUNCES 





This new tamper-resisting fuse will protect the wiring 
you install and assure your customers of receiving 
all of the benefits that the wiring is designed to give. 
Tamres Fuses have standard Edison bases and will 
fit in any existing standard fuseholder or cutout. 
They can be used with or without the adapter. 
Without the adapter they are like any ordinary 
plug fuse, but with the adapter they become tamper- 
resisting. This flexibility enables you to satisfy all 
customers from one stock of fuses. 


The adapter, which makes Tamres Fuses tamper- 


TAMRES 


A New Tamper-resisting Fuse 


(Listed by Underwriters) 





resisting, fits on the base of the fuse and screws in 


with the fuse. When the fuse is removed the adapter 
remains permanently secured in the cutout ready to 


receive the same fuse again or a new fuse. 


Tamres Fuses are listed by Underwriters’ Laboratories, 
Inc. and meet all requirements for tamper-resisting 
or non-tamperable fuses. They are made of black 
Textolite and have large, clear windows. Tamres 
Plug Fuse, 15 amp—Cat. No. TRI5, Tamres Plug 
Fuse Adapter— Cat. No. TR40. 


GENERAL @ ELECTRIC 
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MORE FACTS 
ION PRODUCTS 































Bits and Shanks—lIndependent Pneu- 
matic Tool Co., 600 W. Jackson Blvd., 
Chicago. Catalog No. 70 gives complete 
specifications on bits for driving slotted 
head and recess-head screws; on socket 
shanks and socket wrenches for all types 
of bolts and nuts. It describes bits and 
shanks for use with power screwdrivers 


Bonus-Boosting Boxes * =: 


STAR Tungsten Special Flexible new, patented, hinged-lid, strong 





Vv 
Cable Faults—Leeds & Northrup Co., 


hack saw blades have always metal boxes—they sell still better. 4901 Stenton Ave., Philadelphia. “Notes 
. . *e . ~ — > “« a? 5 . 1 J 

been an active item. Electricians, Users appreciate the plus value On Fault Location In Cables’ is a 52- 
lumb teel ‘ that k hades te & page pocket-sized book to aid in locating 

garagemen, plumbers, stee! work- at keeps blades in better con- faults in communication or electric power 
ers and other mechanics know dition, makes blades easier to transmission. It explains methods of 
and ithe these bledes. They are handle, facilitates choice of cor- identifying faulty wires in a cable, meas- 
; : uring conductor resistance, locating 

correctly designed and tempered rect blade for any given job. grounds and crosses, and locating opens 
to make them proof against by capacitance tests. It is illustrated 


with diagrams. 


tooth and body breakage—not Sell these superior blades in the 
just a soft-back, hard-edge superior package and boost v 
blade. Now packed in “i x your next bonus. Soldering Tools—Ideal Commutator 








Dresser Co., 1231 Park Ave., Sycamore, 


CLEMSON BROS., INC. V9 MIDDLETOWN, N.Y. | tisisates this company's line of electric 
STAR TUNGSTEN SPECIAL FLEXIBLE 


| Thermo-Grip soldering tools, including 

pencil, fork and bench types, and a new 
@ 8723 

: - a ry; v 


electric etcher for marking metals 
ore 
: 3 Controls—General Electric Co., Schenec- 





3 tady, N. Y. Bulletin GEA-1724A gives 
specifications and illustrations of full-volt- 
age and reduced-voltage magnetic and 
semi-magnetic controllers for synchronous 
motors, with details of operation. Bul- 
letin GEA-2791A gives specifications and 
illustrations of thyratron controls for spot 








No. 330 "LATROBE" 
TOM THUMB UTILITY OUTLET 


For use in wood installations, and 
other locations free from moisture 
or mechanical injury. 


Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 
orale Mlatei i tigie] mv ala 4 






No. 285 DOUBLE 
No. 470 PIPE OR Catalog on request ° 








DUPLEX RECEPTACLE 
CONDUIT HANGER NOZZLE FROM Paterson in Jersey, hails D. 
Stes pies ett On H. Zipkin, who runs the Electrical 
, turned freely, permit- Ff, Sd The most attractive, Specialty Co. Six years ago the house 
ee ee Se ee UT FG. ee eee on” aoe he was with liquidated, so he took his 
beam. Eliminates drill- AN ete — n _ ~~ dough out of the bank and went ahead. 
iz o se oO straps. atior wit No. 200 
wil eT cmainse Ge LATROBE R PEN: Eecar Plate A short time ago he bought his own 
‘ Sct een ae building on Bridge Street and he’s still 
growing. 
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and projection welders, with description 
of accessory equipment. 


v 





Porcelain—Porcelain Products, Inc., 
Parkersburg, W. Va. Catalog 15 gives 
specifications and illustrations of this 
company’s line of radio insulators, neon 
housings and bushings, porcelets, electric 
fence insulators, pole line hardware, high 
voltage insulators hi-line hardware, and 
distribution cutouts. The list price of 
each product is included. 


v 














Cooking Chests—Swartzbaugh Mfg. Co., 
Toledo, Ohio. A 12-page booklet illus- 
trates in color and gives detailed specifi- 
cations of this company’s cooking chests, 
roaster-cookers, roasterettes, and rang- 
ettes. It also describes the ensemble 
model cooking chests and the complete 
miniature electric range for apartments, 
trailers, etc. 










¥ 


I. E. S. Lighting—Mitchell Mfg. Co., 
1550 Dayton St., Chicago. A 14-page 
booklet on “What The  Distributor’s 
Salesman Should Know About I.E.S. 
Lamps”. It tells what I.E.S. means, and 
the specifications under which I.E.S. 
lamps are built. It gives information on 
merchandising and advertising programs, 
different models of lamps, the manufac- 
ture of the lamps, and answers many 
questions commonly asked about I.E.S. 
Lamps. The Spotray Bed Lamp is also 
featured in the booklet. 













Highway Departments 
Buy “Features” 
CONTINUED FROM PAGE 12 






reflecting surface to which dust 
would not stick to the degree it 
would on similar units. This in- 
creased efficiency and lowered 
maintenance He experi- 
mented and business resulted. 

2. In certain flood-lights, the 
lamp is horizontal. The lamp will 
ultimately darken from deposit on 
the top side, covering a large area. 
In our light, the lamp is vertical and 
the deposit takes place mostly in 
the neck, and is of small area. 

3! The engineer looks with favor 
upon a unit that can be taken down 
and assembled in the shortest time. 
Saves time on relamping, from the 
maintenance standpoint. ; 

I picked out every such feature 
in our line and played them up. 
This method works just as well on 
other lines as it does on lighting. 
Engineers just like other 
buyers, only more so. Their job 
depends upon knowing what to 
buy, and why. 






costs. 

















are 






The salesman who sells engineers 
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ee a nT ny 
ALL OF INDUSTRY 


Is YOUR 


MARKET 











Y% Watt, 115 Voltse—T4% 
Bulb Supplied with Cande- 
labra Screw Base Only 









2 Watt, 115 Volts—S14 Bulb 
Finish—Clear, Sprayed 
Red or Yellow 


As pilot and indicator lights . . . as test 
lamps .. . as indicators in practically every 
branch of industry . . . there’s a market for 
millions of Neon Glow Lamps. These lamps 
—which cost next to nothing to operate— 
can be used on either A.C. or D.C., and fit 
standard sockets. Your customers will ap- 
preciate your recommending these efficient 
light sources. They fit many needs as no 
other lamp can. 

Get full data on the Neon Glow Lamp 
line. You will find them profitable items. 
Write to the General Electric Vapor Lamp 
Company, 891 Adams St., Hoboken, N. J. 





1 Watt, 115 Volts—G10 Bulb 





3 Watt Bulb S14. Finish— 
Clear. Sprayed Red or 
Yellow 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 





No 
K- 












Samples are yours 
for the asking. 


{> 








KN 





The Ultra 
Modern. 
Line 


<— 








yz A 


ox QUALITY 


GROOVY. 
KNOX PORCELAIN CORPORATION 


KNOXVILLE TENNESSEE, U.S.A. 

















AISLE-STOCK REFLECTORS 


Aisle-Stock Reflectors are accurately 
formed of heavy gauge steel porcelain 
enameled with ground coat and two 
white coats inside and one green coat 
outside. 


In warehouses, stock rooms and similar loca- 
tions the illumination of shelving, bins or stacks 
of cartons piled high on either side of narrow 
aisles presents a problem that is not readily 
solved with conventional lighting equipment. 


The Quad Aisle-Stock Reflector was designed 
to meet this need. This unit by means of 
properly disposed planes reflects a wide spread 
of light downward and outward to each side 
of the aisle, and permits the escape of direct 
light to the upper tiers of shelving. Effective 
eye shielding is obtained by a lower light cut- 
off angle at each end of the reflector. 





STOCK UP 
NOW WITH 


39) Balle 





AND BE 
READY FOR 
ANY DEMAND 





Cc 
i 
CF, 


QD SOCKET REFLECTORS 


Four interchangeable styles of QD 
socket fittings. including the new Type 
T feed-thru fitting, are available. All 
castings are cadmium plated and 
threaded to take ‘2 inch pipe. 


QUADRANGLE MFG. CO. 


32 S. PEORIA ST. 


CHICAGO, ILL. 





















should see them frequently, and on 
every call stress some sound fea- 
ture of his product. Even though 
he gets only a “share” of their busi- 
ness, he will get his full portion. 
And if he selects intelligently the 
lines he highlights, he may well find 
that his “share” includes plenty of 
long profit items. 





This Thing Called 
Business 
CONTINUED FROM PAGE [8 


any more than our regular percent- 
age of the total. But instead of 
selling it, we have given it away. 

The fundamental I am trying to 
get over to you is that we all should 
base our judgment and our every ac- 
tion on what we stand for and not 
what we fall for. We should each of 
us decide just what it is that we stand 
for, publish it as our policy, and 
then absolutely maintain that policy 
until we publish a different policy. 
You distributors can do much in 
establishing, publishing and main- 
taining a policy for yourselves. But 
the first thing for you all to do is 
to support, in every way you can, 
the manufacturer who has an estab- 
lished policy and lives up to it. 

I feel that, after enough of us in 
the electrical business have done 
this our industry will progress in a 
much more intelligent and orderly 
manner. And this will be to the 
great advantage of each and every 
one of us. Therefore the next thing 
for you all to do, is to urge those 
manufacturers who do not seem to 
stand for anything, to wake up and 
decide what they stand for, publish 
it as their policy, and maintain it. 





Try IES In New 
Markets 


CONTINUED FROM PAGE 22 





4. Hardware, Furniture, Gift, 
Jewelry and General Stores All are 
IES lamp conscious because of the 
tremendous national advertising on 
3etter Light-Better Sight. These 
stores have begun to do a real sell- 
ing job. 

5. Almost Every Type of Re- 
tailer can do a lamp job if he wants 
to. With the wholesalers’ salesmen 
on the job, and with the help of na- 
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tional advertising, he does want to. 
For example, up in Minnesota and 
down in Tennessee, small-town un- 
dertakers have gone into the lamp 
business as a profitable side line, 
and are doing a nice job. And don’t 
forget the contractor-dealers, rural 
electrification associations, schools 
and institutions, or the industrials. 

While IES lamps are generally 
recognized as items with a year- 
round demand there are, of course, 
two outstanding seasons,—Christ- 
mas and Spring. The business is 
there, but it has to be gone after. 
Wholesalers’ salesmen must show 
dealers what they'll miss if they 
don’t take advantage of this profit- 
able business. It is practically being 
dumped in their laps. 


LEGAL NOTICE 





CIRCULATION, ETC... REQUIRED BY THE 
ACTS OF CONGRESS OF AUGUST 24. 
1912, AND MARCH 3, 1933 


Of The Wholesaler’s Salesman (formerly Electrical 
Wholesaling), published monthly at Albany, N. Y., for 
October 1, 1938. 

State of New York ? 
County of New York { 


Before me, a Notary Public in and for the State and 
county aforesaid, personally appeared D. C. McGraw, 
who, having been duly sworn according to law. deposes 
and says that he is the Secretary of the McGraw-Hill 
Publishing Company, Inc., publishers of Wholesaler’s 
Salesman, and that the following is, to the best of 
his knowledge and belief, a true statement of the owner- 
ship, management (and if a daily paper. the circula- 
tion), ete., of the aforesaid publication for the date 
shown in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of March 3, 
1933, embodied in section 537. Postal Laws and 
lations. printed on the reverse of this form. to wit: 

1. That the names and addresses of the publisher, 
editor, managing editor, and business managers are: 
Publisher, McGraw-Hill Publishing Company. Inc., 330 
West 42nd Street, N. Y. C. Editor, E. Whitehorne. 330 
West 42nd Street, N. Y. C. Managing Editor, E. D. 
Benson, 330 West 42nd Street, N. Y. C. Business 
ager, Glenn Sutton, 330 West 42nd Street. N. Y. 

2. That the owner is: (If owned by a ae its 
name and address must be stated and also immediately 
thereunder the names and addresses of stockholders own- 
ing or holding one per cent or more of total amount of 
stock. If not owned by a corporation, the names and 
addresses of the individual owners must be given. If 
owned by a firm, company, or other unincorporated con- 
cern, its name and address, as well as those of each 
individual member, must be given.) McGraw- a 
lishing Company, Inc. 30 West 42nd St., 
Stockholders of which are: James H. McGraw. 30 West 
42nd St.. N. Y. C. James H. McGraw. Jr.. 330 
West 42nd St., N. ¥. C. James H. McGraw. James H. 
McGraw, Jr., and Curtis W. McGraw, Trustees Pe: 
Harold W. McGraw, James H. McGraw. Jr.. Donald C 
McGraw, Curtis W. McGraw: Curtis W. McGraw, 330 
West St.. N. ¥. C. Donald C. McGraw. 330 West 

jue 8 N. ¥. G. Anne Hugus Britton. 330 West 42nd 

""y. C.” Mildred W. McGraw. Madison, N. J. 
, Me Ww. Mehren, 33 West Grand Ave., Chicago, Ill. 

J. Malcolm Muir and Guaranty Trust Co. of New York, 

Trustees for Lida Kelly Muir, 524 Fifth Avenue, N. Y. C. 
S. Weatherby. 271 Clinton Road, Brookline, Mass. 

Elsa M. Wilsey, Madison, N. J. 

3. That the known bondholders, mortgagees, and other 
security holders owning or holding 1 per cent or more of 
total amount of bonds, mortgages, or other securities 
are: (If there are none, so state.) None, 

4. That the two paragraphs next above. giving the 
names of the owners, stockholders, and security holders, 
if any, contain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also. in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name of 
the person or corporation for whom such trustee is act- 
ing, is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and belief 
as to the circumstances and conditions under which 
stockholders and security holders who do not appear 
upou the books of the company as trustees. hold stock 
and securities in a capacity other than that of a bona 
fide owner; and this affiant has no reason to believe 
that any other person, association. or corporation has 
any interest direct or indirect in the said stock, bonds, 
or other securities than as so stated by him. 

5. That the average number of copies of each issue of 
this publication sold or distributed, through the mails 
or otherwise, to paid subscribers during the twelve 
months preceding the date shown above is. (This infor- 
mation is required from — bye only.) 

AW, Secretary. 

McGRAW-HILL PUBLISHING: COMPANY. INC. 

Sworn to and subscribed before me this 26th day of 
September, 1938 

[seAL] H. E. BEIRNE, 

Notary Public, Nassau County. Clk’s No. 84. N. Y. 
Cik’s No. 98, Reg. No. 0-B-90. 

(My commission expires March 30, 1940) 


ss. 


STATEMENT OF THE OWNERSHIP. MANAGEMENT, | 
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Tough — long wearing — heavy duty 


60%, jacketed 


PORTABLE CORDS 
WELDING CABLES 
MINING MACHINE CABLES 


Designed for maximum flexibility, to resist fracture 
due to twisting, and with strength to withstand sharp 
jerks and pulls under torsion. 


Send for samples. 


PRODUCTS 



















































































































WHY NOT? Have Your 


Accident and Health Insurance with 


Eastern Commercial Travelers Associations 


Mutual Company 


Personal 


® No Agents © #£4No Branch Offices 
MASSACHUSETTS CO., INC. 1894 








ACCIDENT POLICY PAYS 
i isabili $25.00 Per Week 
ae Lapp eon ny For Confining For Non-Confining 
Estimated Annual Cost $15.00 


Sickness 


HEALTH POLICY PAYS 


Estimated Annual Cost $18.00 


$10.00 PerWeek 


Sickness 








No policy is cancelled, rates increased, or 
benefits reduced on account of age! 


We Insure All Preferred Risks 


Send the Coupon 


TODAY! 











—> 


ASSSSSSSSSSSSSSSSSSSSSSSSSSEESSSSSSSRSSSS ESSE Eee eeee 


JOHN S. WHITTEMORE, Secy.-Treas. 
Eastern Commercial Travelers Associations 


80 Federal Street, Boston 


Without obligation, please send 


complete informa- 


tion and application for membership to 


















ONE OF MANY 


FEATURES THAT GIVE 





YOU A GREATER 
VALUE IN 


SHAWMUT 
SHUR-LAG 


RENEW ABLE 


FUSES 


ASK ABOUT THEM 


©Ohe CHASE-SHAWMUT 


COMPANY 





NEWBURYPORT 
f MASSACHUSETTS 









ADVERTISERS’ 
INDEX 


A 


American Automatic Elec. Co..... 49 
Arrow-Hart 


Hegeman Electric 
ee SD xi nen gnadine cake tae ean 


Burnley Battery & Mfg. Co... 56 
Bussmann Manufacturing Company 
Back Cover, 43 


Cc 
Cheese Ghawmet Coe.........ccc-c0. 
Ceeenes MOG. BG... 0+ cvccecevnes 52 
Couch & Co., S. H . 41 
Crescent Insulated Wire & Cable 
Cutler-Hammer, Inc. — 


E 
Eastern Comm. Trav. Accident 
ED: ann aktee ands . 55 
Mewes GB Ge...cccsics ‘ watne aee 
wereee Tite. Ge. 4.0.00 31 
Federal Electric Co ose nae ae 
Fullman Mfg. Co... eee ee 
G 
General Elec. Co. (Bridgeport).... 51 
General Elec. Co. (Nela Park).... 1 


General Electric Vapor Lamp Co. 
45 


H 


Hazard Ins. Wire Works 
Inside Front Cover 


I 

Ideal Commutator Dresser Co..... 40 

Ilsco Copper Tube & Products, Inc. 56 
J 

ea Tees. GBs a dsc cccsvousaces 35 
K 

Kelley, Inc., Frank..,........... 7 

Knex Porcelain Corp. :....cccecses 54 
N 

a Gf Ee rere 29 
P 

Penn Union Elec. Corp.......... 48 


Plymouth Rubber Company, Inc. 
Inside Back Cover 


Porcelain Products, Inc........... 41 
Q 
GCuatieemsne Bere, Bee cicsodscets 54 
R 
eS ee 55 
NS 
Signal Electric Mfg. Co........ <a 
SE Ur CI so towers oct sak 2 
T 
Teles Duet Be Ges ce ceccebiccacs 41 
Trumbull Elec. Mfg. Co........... 37 
U 
United States Rubber Products, 
DE? nd cian dvdasdeeceshxeadecaets 47 



























































alain 





WANTED 
MANUFACTURERS 
REPRESENTATIVES 


An established and well known manu- 
facturer of a complete line of wire and 
cable—from cords to power cables— 
invites correspondence from live wire 
manufacturers mae ea who can 
do a real selling job particularly 
among electrical wholesalers. Leading 
wholesalers in all principal states are 
now handling the line—it’s a big 
money maker. Our rapid growth and 
sales yy ape program now makes 
it possible for us to add several rep- 
resentatives in key territories. Only 
those manufacturers representatives 
who have adequate sales setups to- 
gether with experience and contacts 
are invited to write for our proposition. 
Address your letters to 


Box No. W.S.-111, Wholesaler’s 
Salesman 
330 West 42nd St.. New York City 


















ILSCO 


SOLDERLESS CONNECTOR 


NO SPECIAL TOOLS 
REQUIRED TO 
MAKE CONNECTION 


ILSCO solderless connec- 
tors eleminate need for 
special tools, thereby 
providing faster, perma- 
nent connections. Other 
ILSCO features: 

























NO set-screw contact ... 


NO flattening or separat- 
ing of stranded wires 


NO limitation to one size 
wire... 


NO shearing effect what- 
soever... 


NO need for you to search any longer for the 
PERFECT Solderless Connector... WE HAVE IT! 
Six Sizes Take Care of All Wires from No. 14 to 
1,000,000 C.M. 





FREE—A large display board bearing 
mounted samples of ILSCO lugs. Ad- 
dress Dept. WS 


a 


ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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Good Product ple. a Sound Policy 





More Manufacturers Tell Why 
They Sell Through Wholesalers 
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W. H. Bieringer, vice-president, 
Plymouth Rubber Co., Canton, 
Mass. 


“We sell through 







Ty 








Worth repeating 


























" ' " a eluctricz holesalers 

@ From "The Wholesaler's Salesman", March S so ge aos a 
ee ah é i C 

1937, comes this editorial clipping ... "We have S244 the wholesaler’s cus- 

sold our tapes and splicing compounds through es tomers, because we 








feel that the whole- 
saler renders us, as a 
manufacturer, a gen- 
uine service. W. H. Bieringer 

“We do not speak altruistically, as 
do some manufacturers, to the effect 
that we sell through wholesalers for 
the wholesaler’s sake alone. We do 
it because it would cost us ten times 
as much to deal direct. It would mean 
lower profits for the manufacturer, and 
higher costs for the wholesaler’s cus- 
tomers. 

“We have sold our tapes and splic 
ing compounds through the wholesaler 
ever since we have been in_ business 
‘ow therefore, are well fortified with 
statistics to prove that the manufac 
turer who sells direct has a much 
higher selling cost than the manufac 
urer who does not. Furthermore, the 
tholesaler is in a better position to 
veck credits in his locality and his 
lesmen can get closer to the small 
aler or contractor than can a man 
icturer located many wiles away, 


the wholesaler ever since we have been in 











business’ .... 








We rigidly maintain this policy because it pays 
. . . and, logically, more wholesalers are selling 
Plymouth tape for the same reason! 
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THINK- 


yourself into 
more sales — 


Human nature is a funny thing; sometimes we fellows 
will sit up half the night holding a post mortem over a 
baseball or football game. We il analyze every play and 
figure out whether it was the right one or not. 


Next day we same fellows will go right along losing sales 
and yet never stop for a minute to analyze where we made 
a mistake in handling the sale. 


Maybe we are seeing the wrong man—or we are over- 
looking some assistant who has a big voice when it comes 
to saying “No”. Maybe we are trying to sell a product that 
doesn’t fit the buyer’s needs—or possibly the product is O.K. 
but we didn't properly present its points of merits. There 


are so many things, big and little, that can cause a sale to 
be lost. 


Next time we lose a sale instead of getting sore about it 

why not apply the play by play analysis system. Let's sit 
down in a comfortable chair and start thinking- -kind of 
hold a little post mortem over the lost sale. Figure out just 
where we are weak, where we are strong, what we did that 
was wrong and what we did that was right. Then, next time a 
similar situation arises, maybe we will be able to walk right 
out with an order instead of a “sale lost” report. 


Now when it comes to picking out the right product to 
sell, don’t overlook BUSS SUPER-LAG Fuses—and if you 
want to learn more about their points of merits, talk to the 
BUSS sales representative in your territory. He’s waiting to 
help you in every way he can. 


TO SELL BUSS FUSES 


It is necessary to make your prospect 
realize that properly designed fuses, correctly 
used do not blow NEEDLESSLY, they blow 
only when something is wrong they 
blow to protect. 


Needless blows are generally caused by 
fuses that have too short a time-lag or 


-because the heat from poor contact weakens 


or destroys the fuse. 


To prevent fuses blowing needlessly on 
harmless overloads BUSS developed the 
Super-Lag principle. This prevents BUSS 
fuses from blowing on most of the tempor- 
ary or harmless overloads that cause ordinary 
fuses to pop out. 


To prevent fuses blowing from the effects 
of poor contact BUSS developed a scientifi- 
cally designed fuse case which practically 
eliminates poor contact resulting from either 
careless renewal or the effect of long con- 
tinued service. 


The resuit of BUSS developments is that 
BUSS Super-Lag fuses give better protection 
and they save time and money by eliminating 
needless interruptions of electrical service. 


Bussmann Mfg. Co 
St. Louis 
(Division McGraw Electric 
Company) 


BUS8s super-lag IK U 


BRS 5 OER 





